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Seeing  is  believing. 


CWO&O  representatives  from  the  Los  Angeles  and  San  Francisco  offices. 


The  Orange  County  Register  is  now  represented  by  Cresmer, 
Woodward,  O'Mara  &  Ormsbee,  Inc.,  one  of  the  nation's  premier 
newspaper  advertising  sales  firms. 

This  association  opens  new  doors  of  opportunity  for  Orange 
County's  leading  newspaper,  which  has  grown  22.4%  in  general 
full-run  advertising  during  the  last  five  years.  If  you  want  to  see  and 
believe  for  yourself,  write  to  us.  We'll  send  you  a  recent  issue. 
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^ORANGE£COUNTY 
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A  Division  of  Freedom  Newspapers,  Inc.  Orange  County,  California  92711 
Represented  nationally  by  CWO&O,  Inc.;  Circulation:  296,332  Daily,  334,673  Sunday 


Source;  Media  Records,  Inc.,  1980,  1985 


During  a  recent  survey  conducted  in 
Sangamon  ond  Menard  Counties  in  lllitMHS,  755 
interviews  were  completed  by  an  independent  research 
firm  to  provide  bask  market,  demographk  and  m^ia  data  relative 
to  the  Springfield  Metro  Area.  When  asked  which  media  source  they 
relied  upon  most  to  obtain  information  on  stores,  products  and 
servkes,  respon^ts  once  again  ranked  new^pers  overwhelm¬ 
ingly  highest  in  every  category  over  other  media. 

As  the  dominant  newspaper  in  this  market  The  State  Journal- 
Rogistor  provides  advertisers  and  over  70,000  subscribers^  with  a 
quality  product  every  day,  serving  1 1  counties  in  Central  Illinois. 


For  years  newspaper  readers  have 
had  to  deal  with  the  problem  of  ink 
rub-off.  Now,  Flint  Ink  Corporation 
leads  the  way  in  solving  the  rub-off 
problem  with  “Low-Rub”  Arrowlith 
and  Arrowhead  blacks  for  offset  and 
letterpress  printing.  Extensive  field 
tests  show  that  these  inks  reduce 
rub-off  up  to  80%  compared  to  con¬ 
ventional  news  inks. 

“Low-Rub”  black  offset  inks  are 
available  for  both  open  fountain  and 
injector  presses.  And  we  offer  a 
“Low-Rub”  letterpress  black  as  well. 
These  inks  are  compatible  with  con¬ 
ventional  news  inks.  You  can  expect 
improved  mileage  from  15  to  30% 
and  still  obtain  the  same  runability, 
printability  and  high  quality  as  our 
present  newsprint  inks.  Many  of  our 
customers  are  already  running  these 
“Low-Rub”  inks,  and  more  and  more 
printers  are  asking  to  test  them  each 
week. 

Our  same  commitment  to  research 
that  produced  “Low-Rub”  black  is 
also  pioneering  water-based  Flexo 
news  inks.  These  inks  virtually 
eliminate  rub-off,  and  provide  a 
cleaner  paper  and  a  brighter  image. 

For  more  information  on  “Low- 
Rub”  black,  contact  your  local 
Flint  Ink  representative. 


CORPCDRAriCDN 


CORPORATE  HEADQUARTERS: 
23111  GLENDALE  AVENUE, 
DETROIT,  MICHIGAN  48239 

ATLANTA  •  BUFFALO  •  CHICAGO  •  CLEVELAND 
DALLAS  •  DENVER  •  DETROIT  •  HOUSTON 
INDIANAPOLIS  'JACKSONVILLE '  KANSAS  CITY 
LOS  ANGELES  •  MIAMI  •  MINNEAPOLIS 
NEW  ORLEANS  •  NEW  YORK  •  ORLANDO 
PORTLAND  •  PROVIDENCE  •  RICHMOND 
SAN  FRANCISCO 
INTERNATIONAL  DIVISION 
MIAMI 'MEXICO  CITY 


Make  rub-off  old  news. 
Print  with  Flint  Ink 
"Low- Rub"  black. 
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APRIL 

8- 11 — American  Society  of  Newspaper  Editors,  Marriott  Hotel,  Downtown- 

Washington,  D.C. 

11- 12— Kansas  Press  Association,  Holiday  Inn  Holidome,  Great  Bend. 

12- 15— Inter-State  Circulation  Managers  Association,  Adams's  Mark  Hotel, 

Philadelphia. 

13- 16— Newspaper  Research  Council,  Doubletree  Inn  at  Scottsdale  Mall, 

Scottsdale,  Ariz. 

14- 15 — International  Newspaper  Promotion  Association,  Pacific  Division 

Conference,  Chevron  Paradise,  Queensland,  Australia. 

15— Canadian  Press,  Westin  Hotel,  Toronto. 

15 —  Overseas  Press  Club  of  America,  Inc.,  Annual  Awards  Dinner, 
Grand  Hyatt  Hotel,  New  York  City. 

15- 17— Washington  Journalism  Center,  Conferences  for  Journalists,  Chil¬ 

dren  in  America:  Issues,  Abuses  and  Problems,  Watergate  Hotel, 
Washington,  D.C. 

16 —  Canadian  Daily  Newspaper  Publishers  Association,  Westin  Hotel, 
Toronto. 

16- 18— Pennsylvania  Newspaper  Publishers  Association,  Display  Ad  Con¬ 

ference,  Marriott,  Harrisburg. 

16- 20— Society  of  Professional  Journalists,  Sigma  Delta  Chi,  Region  11, 

Sheraton  Princes  Kaiulani,  Hawaii. 

21-23 — American  Newspaper  Publishers  Association,  Fairmont  Hotel,  San 
Francisco. 

21- 23— Flexographic  Technical  Association  Inc.,  MGM  Grand  Hotel,  Los 

Vegas. 

MAY 

9- 11 — Pittsburgh  interdisciplinary  Conference  on  Photo  Journalism,  Pitts¬ 

burgh  Press. 

12- 14 — Newspaper  Purchasing  Management  Association,  Annual  Confer¬ 

ence,  R^  Lion  Inn,  Omaha,  Neb. 

17- 20— Mid-Atlantic  Circulation  Managers  Association,  Spring  Meeting, 

Myrtle  Beach,  S.C. 

18- 19 — American  Press  Institute  &  The  Task  Force  on  Minorities  in  the 

Newspaper  Business,  Conference,  Reston,  Va. 

18-21— International  Newspaper  Promotion  Association,  Marriott  Harbor 
Beach  Resort,  Ft.  Lauderdale. 

18-21— Pacific  Northwest  International  Circulation  Managers  Association, 
Inc.,  Annual  Convention,  Indian  Hills-Red  Lion  Inn,  Pendleton,  Ore. 
18-23 — International  Newspaper  Financial  Executives,  Camelback  Inn, 
Scottsdale,  Ariz. 

23-24 — Mississippi  Newspaper  Advertising  &  Marketing  Executives,  Spring 
Convention,  Biloxi. 

Seminars/ Workshops/Clinics 

APRIL 

6-11 — Penney-Missouri  Awards  Program,  Newspaper  Workshop,  Holiday 
Inn  West,  Columbia,  Mo. 

10- 12— National  Press  Photographers  Association,  Northern  Short  Course, 

Baltimore  Plaza  Hotel,  Baltimore,  Md. 

13- 16 — SNPA  Foundation,  Seminar,  Improving  Newspaper  Writing,  Okla¬ 

homa  State  University,  Stillwater. 

13-19— The  Poynter  Institute  for  Media  Studies,  Television  Graphics,  St. 
Petersburg. 

15-16— New  England  Newspaper  Association,  Credit  &  Coliections  Work¬ 
shop,  Sheraton  Tara  Hotel,  Braintree,  Mass. 

20-25 — American  Press  Institute,  Suburban  Weekly  Advertising  Executives, 
Reston,  Va. 

22- 25— American  Press  Institute,  News  Editors  and  Copy  Desk  Chiefs,  Res¬ 

ton,  Va. 

28-30 — ANPA/ASNE/APME,  Leadership  in  the  Newsroom,  the  Knicker¬ 
bocker  Hotel,  Chicago. 

MAY 

4-7— SNPA  Foundation  Seminar,  Layout,  Design  and  Graphics,  Virginian- 
Pilot/Ledger-Star,  Norfolk,  Va. 

4-17— The  Poynter  Institute  for  Media  Studies,  Professional  Management, 
St.  Petersburg,  Fla. 

5-8 — ANPA  Management  Development  Workshop,  Omni  International 
Hotel,  Norfolk,  Va. 

5-9 — ANPA  Advanced  Offset  Press  Operations  Seminar,  The  Newspaper 
Center,  Reston,  Va. 

8-10 — The  37th  Southern  Short  Course  in  News  Photography,  Holiday  Inn/ 
Woodlawn  Road,  Charlotte,  N.C. 
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By  Doug  Borgstedt 


About  Awards 


Best  environmental  reporting.  The  Orlando  Sentinel 
won  the  1985  Thomas  L.  Stokes  Award,  given  by  the 
Washington  Journalism  Center  for  best  reporting,  analysis 
or  comment  in  a  daily  newspaper  on  environmental  issues. 

The  Sentinel  won  the  $1,000  award  for  “Florida’s 
Shame,”  an  effort  by  19  staff  members  detailing  the  state’s 
environmental  problems  resulting  from  rapid  develop¬ 
ment. 

WICI  Headliners.  John  Quinn,  editor  of  USA  Today, 
was  one  of  the  1986  Headliner  Award  winners  honored  by 
Women  In  Communications,  Inc.  The  Headliners  awards 
are  presented  annually  for  “consistent  and  continued 
excellence  in  the  field  of  communications.” 

Best  in  Texas.  Dallas  Times  Herald  sportswriter  Skip 
Bayless  was  voted  the  1985  Texas  Sportswriter  of  the  Year 
by  sportswriters,  sports  editors  and  sportscasters  across 
the  state.  Bayless  won  the  award  for  the  second  year  in  a 
row,  and  for  his  third  time  total. 

Religion  writer  honored.  Billie  Cheney  Speed,  religion 
editor  of  the  Atlanta  Journal  and  Constitution,  was  pre¬ 
sented  the  Mrs.  Fred  W.  Patterson  Award  for  Exceptional 
Personal  Ministry  by  the  Christian  Council  of  Metropoli¬ 
tan  Atlanta. 

Hearst  photo  finalists.  The  William  Randolph  Hearst 
Foundation  announced  the  names  of  the  10  national  col¬ 
lege  photographers  who  have  been  selected  as  finalists  in 
the  foundation’s  1986  competition. 

The  finalists  are:  Timothy  Barman,  Kent  State  Univer¬ 
sity;  Tonee  Harbert,  Ohio  University;  Ken  Lambert,  Syr¬ 
acuse  University;  Andy  Nelson,  Kansas  State  University; 
Jonathan  Nourok,  California  State  University,  Long 
Beach;  Monte  Paulsen,  Ohio  University;  Paul  Souders, 
University  of  Maryland;  Mark  Thiessen,  California  State 
University,  Fullerton;  Lane  Grant  Turner,  California 
State  University,  Fresno;  and  Christopher  R.  Usher, 
Indiana  University. 
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Daily  Z  News 


Shuttle  explodes 


Low-key  weicome 
planned  for  prince 
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Evacuees  return  to  flooded  homes 


^irw  Baguise  fUM  witk  koge, 
stories  of  nctory  over  bss^i^ 


Sigir  ipproved  police  seaitb 


Are 

You  Getting 
Your  Shore  of 
Corporote 
Advertising 
from  fhe 
FASHION 
Indusfry? 

Editor  &  Publisher  offers  a  unique 
advertising  opportunity  to  newspapers. 
In  the  fourth  in  a  series  of  in-depth 
monthly  reports  on  "Public  Relations  and 
The  Press,"  we  will  focus  on  public  rela¬ 
tions  efforts  in  the  FASHION  industry. 

Position  your  paper  strongly  In  the  minds 
of  the  retailers  and  the  public  relations 
specialists  who  determine  the  direction 
of  flow  of  Fashion  Advertising  Dollars  - 
with  an  ad  In  this  issue  of  E&P 

Other  issue  and  subject  dates  in  the 
series  are  May  17,  Travel,  and  June  14, 
Insurance.  Reserve  space  today!  Call 
your  E&P  representative  or  Donald 
Parvin,  Ad  Manager,  at  212  675-4380. 

Space  reservation  close  for  the  April  19 
issue  is  April  4. 


Editor  &  Publisher 

11  West  19th  Street,  New  York,  N.Y  10011 


About  Awards 


Polk  Award  winners.  Long  Island  University  has 
announced  the  winners  of  its  annual  George  Polk  Awards 
in  Journalism  for  stories  written  in  1985. 

The  newspaper  winners  were: 

Alan  Cowlell,  New  York  Times,  foreign  reporting,  for 
his  stories  on  South  Africa. 

Pete  Carey,  Katherine  Ellison  and  Lewis  M.  Simons, 
San  Jose  Mercury-News,  international  reporting,  for 
“Hidden  Billions:  The  Draining  of  the  Philippines”  which 
documented  overseas  investments  made  by  former  Presi¬ 
dent  Ferdinand  Marcos  and  his  associates. 

Diana  Griego  and  Louis  Kilzer,  Denver  Post,,  national 
reporting,  for  “The  Truth  about  Missing  Children.” 

Stan  Jones,  Fairbanks  Daily  News-Miner,  local  report¬ 
ing,  for  articles  on  corrupt  leasing  practices  by  the  state  of 
Alaska. 

Jimmy  Breslin,  New  York  Daily  News,  metropolitan 
reporting,  for  exposing  the  stun  gun  torture  of  suspects  by 
police. 

Frank  Greve,  Knight-Ridder  Newspapers,  political 
reporting,  for  his  story  on  the  development  of  President 
Reagan’s  “Star  Wars”  plan. 

The  Boston  Globe’s  Spotlight/Business  Team,  business 
reporting,  for  articles  linking  the  Bank  of  Boston  to  organ¬ 
ized  crime  money  laundering. 

Lawrence  K.  Altman,  New  York  Times,  medical 
reporting,  for  reports  from  Africa  about  conflicts  between 
AIDS  researchers  and  government  officials. 

IRE  winners.  Investigative  Reporters  and  Editors 
announced  its  1985  award  winners,  including  five  news¬ 
papers: 

The  San  Jose  Mercury-News  for  its  story  by  Pete  Carey, 
Katherine  Ellison  and  Lewis  M.  Simons  on  former  Philip¬ 
pines  President  Marcos’  overseas  investments. 

The  Milwaukee  Journal  for  a  series  on  Milwaukee 
County’s  court  system. 

The  San  Francisco  Examiner  for  a  series  on  lax  disci¬ 
pline  among  lawyers. 

The  Anchorage  Daily  News  for  a  series  on  the  financing 
of  Alaska  political  campaigns. 

The  Fairbanks  Daily  News-Miner  for  stories  on  the 
Alaska  governor’s  chief  of  staff. 

Honored  by  Boy  Scouts.  The  Greater  New  York  Coun¬ 
cils  of  the  Boy  Scouts  of  America  honored  1 1  area  newspa¬ 
per  reporters  and  photographers  for  “their  excellence  in 
reporting  the  story  of  Boy  Scouting  in  New  York  City.” 

The  winners  for  spot  news  were:  Ricki  Fulman  and 
Keith  Moore,  New  York  Daily  News;  Ellis  Henican, 
Newsday,  and  Don  Trainor,  Newhouse  News  Service. 

The  feature  news  winners  were:  Dean  Balsamini,  Staten 
Island  Advance',  Elizabeth  Llorente,  New  York  Times', 
and  Larry  Celona,  Daily  News. 

Winning  for  best  photography  were:  Ari  Mintz,  News- 
day;  Ed  Molinari,  Daily  News;  Susan  May  Tell,  New  York 
Post',  and  Steve  Zaffarano,  Advance. 

Best  auto  columnist.  Clifford  Fewel  of  the  Oakland 
(Calif.)  Tribune  has  been  voted  best  newspaper  auto  col¬ 
umnist  in  the  nation  by  the  Academy  of  Automotive 
Media. 

K.C.  Times  honored.  The  Kansas  City  Times  received 
the  37th  annual  Inland  Daily  Press  Association’s  Com¬ 
munity  Service  Award  for  its  effort  to  carry  out  three 
programs  to  help  the  poor  and  hungry  survive  winter  and 
combat  illiteracy. 
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Therell  be 
a  new  attraction  in 

Asheviiie,  N.C. 


It’s  the  new  M.A.N.-Roland  Colorman  75  double¬ 
width  offset  press  at  the  Asheville  Citizen-Times. 
This  new  press  for  metropolitan  dailies  will  be 
attractive  to  production  managers  who  want  reliable 
high  speed  running,  and  to  publishers  who  need 
color  flexibility  to  accommodate  changing  editorial 
and  advertising  content.  It  will  attract  advertisers 
who  require  quality  four  color  reproduction. 

Colorman  75  features  a  compact  design  that 

will  slip 
in  as  a  re¬ 
placement 
for  most 
letter- 
press 
units.  Its 
basic 
unit  is 
the  stan¬ 
dard  arch¬ 
type  “U  ” 
unit. 

This  ex¬ 
pands  to  a  seven  cylinder  “Y”  unit  for  spot  and  process 
color  or  to  a  nine  cylinder  “H”  unit  for  full  process 
color  within  one  unit.  Such  design  flexibility  offers 
the  variety  of  configurations  that  puts  infinite  color 
positioning  at  your  disposal. 

The  high  print  quality  of  Colorman  75  is 
being  achieved  today  in  over  100  Colorman  installa¬ 
tions  world  wide.  The  Citizen-Times  press  will  be 
equipped  with  aisle  mounted,  separate  direct  plate 


dampening  proven  in  high  quality  commercial  press 
operations.  This  system  produces  sharp  black  and 
white  and  vibrant  color  reproduction. 

The  Citizen-Times  has  also  specified  Program¬ 
mable  Press  Control,  Level  3,  which  offers  complete 
automation  from  negative  scanning  through  press 
makeready  and  operation.  But  at  any  of  the  three 
levels,  PPC  controls  are  interactive  with  readout 
and  feedback.  PPC  displays  the  exact  position  of 
each  element  of  the  press  regardless  of  whether 
settings  have  been  changed  at  the  unit  or  the  console. 
The  new  attraction  at  Asheville  will  be  worth  a 
closer  look.  If  you’d  like  to  see  a  Colorman  installa¬ 
tion,  call  or  write  to  M.A.N.-Roland,  333  Cedar 
Avenue,  CN  1112,  Middlesex,  NJ  08846-0604; 
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Ferdinand  C.  Teubner,  Publisher  Publisher,  Chairman  of  the  Board,  1912-1959 


Not  yet! 

As  videotex  came  off  the  drawing  boards,  it  was  touted  as  the 
device  that  would  supplant  newspapers.  Several  experiments  with 
this  technique  are  now  being  terminated,  leading  to  the  conclusion 
that  newspapers  are  not  yet  doomed. 

The  Knight-Ridder  organization  invested  millions  of  dollars  in  its 
Viewtron  videotex  service,  as  did  the  Times-Mirror  Company  with 
its  Gateway  videotex  service.  Both  of  them  have  conceded  a  complete 
lack  of  interest  and  response  from  consumers.  Another  test  in  Chica¬ 
go  is  being  cut  back  for  the  same  reason. 

Reid  Ashe,  chairman  of  Knight-Ridder’s  subsidiary.  Viewdata, 
told  the  New  York  Times  “the  market  is  thin  and  probably  limited  to 
the  computer  hobbyist.  There’s  no  prospect  for  being  a  mass  medium 
in  the  foreseeable  future.” 

Other  experts  say  these  efforts  made  the  mistake  of  offering  too 
much  —  expensive  graphics  and  color  —  and  that  there  are  other 
successful  “text-only”  services  providing  only  written  material. 
Other  ventures  offering  elements  such  as  information,  banking, 
shopping,  etc.,  are  on  the  drawing  boards  with  millions  of  dollars 
backing  them. 

One  speaker  at  the  Advertising  Research  Conference  called 
videotex  the  ultimate  in  direct  marketing  and  sales  that  will  become  a 
truly  transactional  service. 

So,  while  videotex  has  not  yet  brought  about  the  demise  of  news¬ 
papers,  the  proponents  of  this  technique  have  not  stopped  trying. 
Nor  will  they.  The  dream  of  electronic  banking,  electronic  shopping, 
information  delivered  electronically,  is  an  attractive  one.  Some  ver¬ 
sion  of  it  offering  specialized  services  is  almost  certain  to  be  success¬ 
ful.  At  least,  there  doesn’t  seem  to  be  any  shortage  of  investors 
willing  to  give  it  a  try. 

However,  both  radio  and  television  discovered  there  is  not  enough 
air  time  to  deliver  all  the  information  that  appears  in  a  local  newspa¬ 
per.  Even  though  modem  electronics  can  deliver  quantities  of  it 
almost  instantaneously,  no  one  has  found  a  way  to  reduce  the  time 
and  expense  required  to  call  it  forth  or  to  sit  in  front  of  a  tube  and 
absorb  it. 

Specialization,  yes.  The  equivalent  of  a  daily  newspaper,  no. 
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With  which  have  been  merged:  The  Journalist  established 

March  22, 1884;  Newspaperdom  established  March,  1892: 

the  Fourth  Estate,  March  1, 1894;  Editor  &  Publisher,  June 

29,  1901;  Advertising,  January  22,  1925. 
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Advertising  tax  dead 

The  proposal  that  came  out  of  the  Senate  Finance  Committee 
which  would  have  allowed  businesses  to  deduct  only  80%  of  their 
advertising  expenses  the  year  they  are  incurred  and  to  amortize  the 
other  20%  over  a  five-year  period  (E&P,  March  15,  page  6)  went  over 
like  a  lead  balloon. 

It  has  been  withdrawn.  It  never  should  have  been  suggested. 

This  is  a  classic  example  of  how  an  industry  (in  this  case,  the 
advertising  industry)  can  achieve  effective  results  when  as  a  body  it 
points  out  the  insanity  of  some  legislative  proposals  dreamed  up  by 
Senate  or  House  committee  members,  or  their  staffs.  If  anyone  in 
Congress  had  thought  this  proposal  had  any  merit  it  would  not  have 
been  killed  so  easily. 
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Letters  to  the  Editor 


Reporter  says  Rand  Corporation  tried  to  kiii  his  story 


noting  the  disagreement  between 
Rand  and  the  newspaper. 

Subsequently,  I  wrote  another  arti¬ 
cle  on  Rand,  published  March  9, 
revealing  that  Rand  destroyed  or 
returned  all  statistical  data  gathered 
for  its  asbestos  studies.  Syracuse 
University  economist  William  G. 
Johnson  was  told  the  raw  data  was  not 
available  when  he  sought  to  review  it. 

With  tort  reform  a  major  national 
issue,  news  editors  should  know  that 
Rand’s  findings  on  the  cost  of  litiga¬ 
tion  are  suspect,  in  my  opinion.  They 
were  funded  by  asbestos  and  insur¬ 
ance  companies.  The  raw  data  was 
destroyed,  preventing  verification  of 
the  research. 

Paul  Nyden 


The  Challenge  of  Mass  Toxic  Torts, 
published  last  month,  presents  this 
conclusion  on  page  117: 

‘“The  critical  problems  that  result 
from  the  tort  system’s  handling  of 
mass  latent  injury  litigation  have  led 
some  to  advocate  taking  these  cases 
out  of  the  court  system.  But  such 
proposals  presume  that  alternative 
systems  would  successfully  resolve 
the  problem  beset  the  tort  system,  a 
presumption  for  which  there  is  cur¬ 
rently  little  empirical  support,  and 
which  ignores  the  potential  cost  of 
giving  up  the  positive  aspects  of  the 
tort  system.’’’ 

Says  paper  is 
in  central  N.J. 


The  Rand  Corporation,  the  mili¬ 
tary-oriented  California  research  firm 
that  originated  the  Pentagon  Papers, 
brought  pressure  to  bear  in  an  attempt 
to  squelch  my  Jan.  19  story  in  the 
Charleston,  West.  Va.,  Sunday 
Gazette-Mail  and  the  UPI  national 
wire. 

The  story  detailed  how  Rand’s 
Institute  for  Civil  Justice,  author  of 
studies  that  cite  ruinous  costs  of 
asbestos  litigation,  is  funded  largely 
by  the  asbestos  and  insurance  indus¬ 
tries. 

A  Rand  official  called  my  editor  at 
1:30  a.m.  and  threatened  a  libel  suit  if 
publication  were  not  halted.  The 
threat  was  ignored  by  my  paper.  He 
also  called  UPI,  causing  the  wire  ser¬ 
vice  to  transmit  an  advisory  telling 
editors  that  Rand  disputed  my  article, 
which  already  had  been  distributed. 

My  story  reported  that,  between 
1983  and  1985,  Rand  published  three 
studies  on  the  legal  costs  of  suits 
brought  by  people  suffering  from 
asbestosis  and  asbestos-caused 
cancer.  The  reports  were  widely  cir¬ 
culated  to  the  media  and  used  before 
Congress  and  state  legislatures  to 
argue  for  “tort  reform”  limiting  rights 
of  asbestos  victims  to  sue  manufac¬ 
turers. 

Rand  did  the  studies  after  asbestos 
manufacturers  became  alarmed  by 
juries  that  were  awarding  $600,000  to 
the  average  asbestos  victim  by  the 
early  1980’s. 

Two  members  of  the  Rand  Insti¬ 
tute’s  board  of  overseers  are  directors 
of  the  Manville  Corporation,  the 
nation’s  largest  asbestos  manufac¬ 
turer.  A  former  Rand  trustee  was 
Manville’s  former  president.  Nearly 
half  the  institute’s  267  financial  con¬ 
tributors  between  1980  and  1985  were 
insurance  companies.  Most  of  the 
other  donors  were  large  financial  and 
industrial  firms,  many  of  which  also 
have  a  financial  stake  in  limiting  jury 
awards  in  toxic-poisoning  suits. 

Rand  officials  maintain  their  contri¬ 
butors  do  not  influence  their  research 
and  that  the  firm  has  a  38-year  reputa¬ 
tion  for  objectivity. 

After  Rand  public  information 
director  Paul  Weeks  learned  the  story 
had  moved  on  UPI’s  national  wire,  he 
awoke  Charleston  Gazette  editor  Don 
Marsh  at  1:30  a.m.,  threatening  him 
with  a  libel  suit.  Weeks  then  called 
UPI  managing  editor  Ron  Cohen  urg¬ 
ing  the  wire  service  to  stop  the  story’s 
distribution.  UPI  sent  out  an  advisory 


Editor’s  note:  In  a  letter  to  the  edi¬ 
tor  published  by  the  Gazette-Mail  on 
Jan.  26,  Paul  Weeks  said  Paul  Nyden 
“inaccurately  reports  the  conclusions 
and  recommendations  of  our 
research.” 

He  added: 

“Nyden  wrote  that  Rand  has  pub¬ 
lished  three  reports  on  asbestos  since 
1983,  ‘suggesting  that  a  federal  no- 
fault  workers’  compensation  system, 
rather  than  the  courts,  should  arbi¬ 
trate  claims  from  asbestos  victims.’ 
That  statement  is  incorrect. 

“The  Rand  Institute  for  Civil  Jus¬ 
tice  report.  Asbestos  in  the  Courts: 


In  the  March  1  issue  of  E&P,  the 
headline  “Labor  dispute  gets  nasty  at 
southern  N.J.  daily”  is  geographi¬ 
cally  incorrect. 

The  Woodbridge  News-Tribune  is 
not  in  southern  New  Jersey;  it  is 
barely  in  central  New  Jersey.  .South¬ 
ern  New  Jersey,  arguably, is  south  of 
Trenton. 

Wayne  Dawkins 

Short  takes _ 

“All  indications  show  it  was  a  homo- 
cide  and  an  attempted  suicide  ...” 
— Palm  Desert  (Calif.)  Post. 


from 

LAT-WP... 

. .  Washington  Post  writer  John 
Carmody . . .  one  of  the  most  influential 
television  columnists  in  the  country. 
Everyone  on  New  York’s  Broadcast  Row 
reads  him.  Everyone.” 

Lynn  Rosellini  in  the 
Washington  Journalism  Review' 


Carmody:  five  times  a  week  in  the 

Los  Angeles  Times-Washington  Post  News  Service 

1150  15th  St.  NVt',  Washington,  IX;  20071 
(202)  33-4-6173 


EDITOR  &  PUBLISHER  for  March  29,  1986 


7 


Our  trademarks  are  as  important  to  us  as 
TV  Guide  is  to  over  39  million  discriminating  readers 
every  week.  So  remember:  TV  Guide,  Television 
Guide,  Cable  TV  Guide,  TV  Movie  Guide,  Pay 
TV  Guide  and  the  TV  Guide  logo  are  all  registered 
trademarks  of  Triangle  Publications,  Inc., 
and  can’t  be  used  by  anyone  else.  Uu 


TRIANGLE  PUBLICATIONS.  INC 


March  29, 1986 


E&P 

Every  Saturday  since  1 884 


Unrest  resolved  at  the  Boston  Globe 

Staff  favorite  Driscoll,  a  28-year  veteran,  is  named  to  head  news  operation 
replacing  Janeway,  who  resigned  aHer  only  14  months  at  the  helm 


By  Andrew  Radolf 

When  Boston  Globe  editor  Tom 
Winship  announced  he  planned  to 
retire  on  January  1 , 1985,  many  on  the 
newspaper  expected  executive  editor 
Jack  Driscoll,  a  28-year  veteran  who 
had  been  involved  in  two  Pulitzer 
Prize  winning  projects,  to  be  named 
his  successor. 

But  instead,  publisher  William  O. 
Taylor  decided  on  a  two-tiered 
arrangement  to  direct  the  news  opera¬ 
tion.  He  named  then-Sunday  manag¬ 
ing  editor  Michael  Janeway,  45,  to  the 
editorship,  with  Driscoll,  51,  con¬ 
tinuing  as  executive  editor. 

“We  felt  the  talent  of  both  were 
complimentary,  and  they  would  make 
a  good  team,”  Taylor  said  in  a  recent 
interview. 

But  as  Taylor  admitted,  the  divi¬ 
sion  of  power  “never  worked  out.” 

On  Wednesday,  March  19,  Jane¬ 
way  stunned  the  Globe’s  newsroom 
with  the  announcement  of  his  imme¬ 
diate  resignation.  Executive  editor 
Driscoll  was  given  full  control  of  the 


Tom  Winship 


news  operation,  and  the  position  of 
editor  was  eliminated. 

The  resignation  was  all  the  more 
surprising  to  the  staff  because  on 
March  1  Janeway  had  reassigned 
some  editors  and  put  the  finishing 
touches  on  assembling  his  manage¬ 
ment  team. 

“He  was  all  set  to  go  into  over¬ 
drive,”  commented  one  copy  editor. 


But  as  Taylor 
admitted,  the  division  of 
power  “never  worked 
out.” 


Janeway’s  sudden  departure  boils 
down  to  a  conflict  between  one 
manager  —  a  relative  newcomer  who 
by  all  accounts  was  a  brilliant  editor 
but  had  “poor  people  skills”  —  and  a 
veteran  executive  who  apparently 
harbored  some  resentment  at  being 
passed  over  for  the  top  job. 


The  Globe’s  news  department  was 
also  unprepared  for  Janeway’s  tight- 
lipped  style  after  20  years  of  Tom 
Winship’s  gregarious  leadership. 

Whereas  Winship  was  known  for 
his  constant  presence  in  the  news¬ 
room,  Janeway  tended  to  keep  to  his 
office  and  had  little  contact  with  the 
rank-and-file  news  staffers. 

“He  didn’t  touch  their  lives  ail  that 
much,”  one  associate  said  of  Jane¬ 
way,  while  Driscoll  “had  a  follow¬ 
ing.” 

Driscoll  is  the  only  senior  news 
executive  at  the  Globe  who  served 
under  both  L.L.  Winship,  who  was 
editor  from  1955  to  1%5,  and  Tom 
Winship,  who  held  the  post  for  the 
next  20  years. 

Driscoll  first  worked  at  the  Globe 
as  a  part-time  sportswriter  while 
attending  Northeastern  University. 
He  later  joined  the  newspaper  full 
time  as  a  sportswriter  and  worked  his 
way  up  through  the  ranks. 

He  was  named  night  city  editor  by 
Tom  Winship  in  1%5,  and  eventually 
(Continued  on  page  10) 


Jack  Driscoll 


Boston  globe 

(Continued  from  page  9) 


served  as  both  daily  and  Sunday 
managing  editor,  before  becoming 
executive  editor  in  1982.  He  also 
served  for  12  years  as  an  assistant  to 
Winship. 

Driscoll  directed  the  investigations 
by  the  Globe’s  Spotlight  team  which 
won  two  Pulitzer  Prizes. 

Associates  of  Driscoll  describe  him 
as  a  professional  who  tried  not  to 
show  his  feelings  about  the  situation 
with  Janeway.  But  as  one  former  col¬ 
league  put  it,  “Jack  was  dying  inside. 
I  think  we  understood  that  this  was  a 
very  tough  thing  ...  a  long  burden 
that  Jack  has  carried.” 


“He  didn’t  touch  their 
iives  aii  that  much,”  one 
associate  said  of 
Janeway,  whiie  Driscoii 
“had  a  foiiowing.” 


It  is  widely  believed  at  the  Globe 
that  after  months  of  tension  over 
Janeway’s  style  of  leadership,  Dris¬ 
coll  told  Taylor  he  found  the  situation 
untenable  and  was  going  to  resign. 

Last  summer,  the  Globe  had 
already  been  rocked  by  the  resigna¬ 
tion  of  managing  editor  Mathew  Sto- 
rin,  after  he,  too,  was  unable  to  work 
with  Janeway.  Storin  is  now  deputy 
managing  editor  at  U.S.  News  & 
World  Report. 

In  a  March  20  press  conference, 
however,  Driscoll  called  “absolutely 
false”  reports  that  he  had  threatened 
to  resign  and  said,  “I’ve  never  had 
any  problems  with  Mike  Janeway. 
We  had  an  excellent  relationship.” 

Taylor  acknowledged  there  indeed 
had  been  a  conflict  between  the  two, 
which  suddenly  reached  a  crisis 
stage. 

“This  all  happened  so  fast.  I  had  to 
ask  for  his  (Janeway’s)  resignation.” 
The  publisher  declined  to  be  specific 
about  who  had  brought  the  matter  to  a 
head. 

Taylor  did  remark,  however,  that 
“the  chemistry  just  didn’t  work” 
between  Janeway  and  Driscoll,  as 
well  as  other  news  executives. 

“I  had  several  meetings  with  Jack 
and  others,  going  way  back  into  last 
year,”  he  said.  “I  was  made  aware  of 
the  dissatisfactions.  You  get  to  a  point 
where  it  just  wasn’t  working.” 

Taylor  said  he  was  faced  with  the 


possibility  that  more  news  staffers 
would  be  leaving  the  Globe  because 
of  their  unhappiness  with  Janeway’s 
leadership. 

“There  were  certainly  indications 
of  unrest  to  cause  concern,”  he 
stated. 

Taylor  also  commented  that  Sto¬ 
rin’ s  leaving  “left  a  big  gap”  at  the 
Globe  and  put  additional  pressure  on 
Driscoll,  who,  for  several  months, 
assumed  the  managing  editor  duties  in 
addition  to  his  own  until  Thomas  Mul- 
voy  was  named  to  that  post. 

Even  as  the  crisis  peaked,  Taylor 
tried  to  salvage  the  situation  by  sug¬ 
gesting  to  Janeway  that  he  “flip”  jobs 
with  Driscoll  and  become  executive 
editor,  according  to  a  source  who 
requested  anonymity.  “Mike  decided 
against  the  flip-flop  and  (decided)  to 
resign,”  he  said. 

Taylor  would  not  comment  if  he 
made  Janeway  such  an  offer. 

Janeway  declined  to  be  interviewed 
about  his  resignation. 

Ironically,  Janeway  may  have  had 
some  doubts  about  assuming  the  edi¬ 
torship  when  he  was  first  named  to 
the  post.  He  reportedly  had  suggested 
to  Taylor  at  the  time  that  he  be  the 
executive  editor  and  Driscoll  the  edi¬ 
tor. 

Janeway  joined  the  Globe  in  1978  as 
its  Sunday  magazine  editor  after 
serving  for  over  a  year  as  a  special 
assistant  to  then-Secretary  of  State 
Cyrus  Vance.  From  1966  to  1977,  he 
worked  at  the  Atlantic  Monthly, 
holding  the  post  of  executive  editor 
from  1975  until  he  left  for  the  State 
Department. 

Prior  to  joining  Atlantic,  he  had 
been  a  reporter  at  Newsday  and 
worked  at  Newsweek  and  The  New 
Leader. 

Janeway  was  named  Globe  assis¬ 
tant  Sunday  managing  editor  in  1981, 
and  from  1982  until  he  became  editor 
on  January  1,  1985,  he  was  Sunday 
managing  editor,  a  post  one-step 
junior  to  Driscoll’s  on  the  Globe’s 
organizational  chart. 


Driscoii  directed  the 
investigations  by  the 
Giobe’s  Spotiight  team 
which  won  two  Puiitzer 
Prizes. 


On  becoming  editor,  Janeway 
turned  to  his  cohorts  from  the  Sunday 
department  “for  his  team,”  accord¬ 
ing  to  Globe  news  staffers,  rather  than 
to  the  “older  hands”  involved  with 
putting  out  the  daily  news  product. 

Janeway  was  depicted  as  someone 


who  “favored  deep  thinkers  like  him¬ 
self.” 

“The  culture  of  the  newsroom  was 
something  he  was  not  comfortable 
with,”  said  a  former  news  executive. 
“The  basic  lunch-bucket  function  of 
delivering  the  news  is  not  something 
that  excited  him.  But  that’s  what 
turns  on  most  reporters.” 

Driscoll,  on  the  other  hand,  was  “a 
real  news  man,  in  the  traditional 
sense,”  he  said,  adding;  “Jack  found 
it  difficult  getting  Mike  to  make  deci¬ 
sions,  and  when  Mike  did  make  them, 
they  often  disagreed.” 

Janeway  shifted  the  Globe’s  news 
focus  toward  international  and 
national  news  at  a  time  when  the 
newspaper  was  meeting  increasing 
competition  from  the  heavily  local 
news-oriented  Boston  Herald  . 


The  Giobe  now  must 
“go  through  a  heating 
process,”  said  Tayior. 


Last  September’s  Fas-Fax  totals 
showed  the  Globe  down  in  daily  cir¬ 
culation  by  10,600  copies  to  509,500, 
while  the  Herald  was  up  by  over 
11,000  daily  sales  to  355,300. 

On  Sundays,  the  Globe  was  up  over 
6,000  copies  to  799,200  for  a  com¬ 
manding  lead  over  the  Herald  with 
Sunday  circulation  of  282,500,  up  by 
about  1,500  copies. 

Globe  executives  stated  that  the  dip 
in  daily  circulation  last  September 
was  not  a  factor  in  Janeway’s  resigna¬ 
tion. 

At  a  press  conference  following 
Janeway’s  resignation.  Globe  offi¬ 
cials  handed  out  circulation  figures 
showing  daily  circulation  up  by  over 
24,000  in  January  to  5 19,561  and  up  by 
over  17,000  in  February  to  517,097. 
Sunday  circulation  also  increased, 
growing  by  over  15,000  to  810,374  in 
January  and  by  nearly  11,000  to 
818,851  in  February. 

Yet  Janeway’s  shift  in  news  empha¬ 
sis  clearly  was  also  one  of  the  reasons 
for  his  exit. 

After  announcing  Driscoll  was 
becoming  the  top  news  executive, 
Taylor  addressed  the  editorial  staff  to 
say  that  he  wanted  the  Globe  to  re¬ 
dedicate  itself  to  regional  news. 

Driscoll  himself  stressed  the  same 
point  at  the  press  conference,  saying 
the  Globe  intended  to  “meet  the 
needs  of  New  England  readers.  We’re 
not  trying  to  be  a  national  newspa¬ 
per.” 

Driscoll  stated  he  viewed  the  Her¬ 
ald  as  “another  player  in  the  action” 

(Continued  on  page  17) 
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Tully  back  in  the  newspaper  business 

Former  Phoenix  news  exec  named  publisher  of  a  North  Dakota  daily; 
columnist  Pat  Murphy  is  promoted  to  publisher  at  Phoenix  newspapers 


By  Debra  Gersh 

and  M.L.  Stein 

Darrow  “Duke”  Tully,  who 
resigned  as  publisher  of  the  Arizona 
Republic  and  Phoenix  Gazette  after  it 
came  to  light  that  for  more  than  30 
years  he  had  lied  about  his  military 
career  and  educational  background, 
has  been  named  publisher  of  the  Wil- 
liston  (N.D.)  Daily  Herald. 

He  will  also  serve  as  chief  operating 
officer  of  two  weeklies,  the  Williston 
Plains  Reporter  and  the  Sidney 
(Mont.)  Herald. 

All  three  newspapers  are  among 
those  owned  by  Wick  Newspapers  of 
Sierra  Vista,  Ariz. 


it  was  the  advice  of 
“good  friends”  that 
persuaded  him  to  “come 
on  back”  to  newspapers, 
Tuiiy  said. 


Tully  said  he  knows  he  will  be 
happy  as  publisher  of  the  9,000-circu¬ 
lation  daily  because  he  has  worked  at 
small  newspapers  before,  but  added 
that  the  decision  to  accept  the  posi¬ 
tion  was  “certainly  something  that  I 
considered  long  and  hard.” 

It  was  the  advice  of  “good  friends” 
that  persuaded  him  to  “come  on 
back”  to  newspapers,  Tully  said. 
“I’m  very  enthusiastic  about  it.  I’ve 
been  here,  I  like  the  city,  I  like  the 
people”  and  they  have  been  recep¬ 
tive,  he  said. 

Frank  Brady,  who  held  the 
publisher’s  spot  prior  to  Tully,  moves 
on  to  become  administrative  assistant 
to  Robert  J.  Wick,  who  along  with  his 
brother  Walter,  is  an  executive  officer 
of  Wick  Newspapers.  Tully  is  slated 
to  begin  his  new  duties  on  April  1. 

“I’ve  known  Duke,  and  he’s  an 
excellent  publisher,”  Robert  Wick 
said.  “Yes,  he  had  a  particular  prob¬ 
lem,  but  he  worked  it  out.  He’s  paid 
his  dues  for  whatever  he’s  done,” 
said  Wick,  adding  that  Tully  only  hurt 
himself.  “Certainly  what  he  went 
through  was  not  easy,  but  he’s  han- 


Darrow  "Duke"  Tully 


Pat  Murphy 


died  it. 

“We  feel  very  positive  about  this 
move  and  that  he  will  do  an  excellent 
job  for  us,”  Wick  added. 

Meanwhile,  back  in  Phoenix,  Pat 
Murphy,  outspoken  columnist  for  the 
Arizona  Republic,  has  been  named 


Tully’s  successor  as  publisher  of 
Phoenix  Newspapers  Inc.,  the 
Republic  and  Gazette’s  parent  com¬ 
pany,  which  also  includes  the  Arizona 
Business  Gazette  and  City  Life,  an 
entertainment  magazine. 

Murphy,  56,  former  Republic  edi¬ 
tor,  said,  “I  didn’t  expect  this  at  all. 
It’s  the  best  thing  that  ever  happened 
to  me.  I  feel  very  strongly  about  this 
community  and  very  strongly  about 
these  newspapers.” 

Murphy  also  felt  strongly  about  the 
facts  surrounding  Tully’s  resignation. 
He  used  his  column  to  blast  the  for¬ 
mer  publisher  for  not  telling  the  truth, 
and  disclosed  that  he  had  harbored 
suspicions  about  Tully’s  background 
before  it  began  to  unravel. 


...  an  independent 
pubiic  opinion  poll 
showed  that  Tully’s 
resignation  produced 
little  negative  opinion  of 
the  two  newspapers. 


The  columnist  said  he  had  asked  an 
Air  Force  general  in  Washington, 
D.C.,  to  check  out  Tully’s  war  rec¬ 
ord.  Tully  had  claimed  for  years  to 
have  been  a  combat  pilot  in  the 
Vietnam  and  Korean  Wars.  It  was 
also  discovered  that  Tully  lied  about 
having  a  degree  from  Purdue  Univer¬ 
sity. 

At  the  time,  Murphy  also  criticized 
William  Shover,  Phoenix  Newspa¬ 
pers’  director  of  community  and  cor¬ 
porate  service,  for  advising  Tully  not 
to  go  public  with  his  impostures  after 
Tully  disclosed  his  past  to  Shover. 

Before  joining  the  Republic  in  1972, 
Murphy  was  with  the  Miami  (Fla.) 
Heraldirom  1952  to  1%3  as  reporter, 
photo  editor,  assistant  city  editor  and 
assistant  to  the  managing  editor. 

In  1963,  he  was  named  editor, 
publisher  and  vice  president  of  the 
Coral  Gables  (Fla.)  Times  and  Guide. 

Murphy  attended  the  University  of 
Miami  and  served  as  an  Army  combat 
correspondent  during  the  Korean 
(Continued  on  page  32) 
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NASA’s  ‘code  of  silence’ 


In  light  of  a  news  blackout,  newspapers  have  Joined  together  in  an  attempt 
to  get  information  on  the  recovery  of  space  shuttle  and  astronaut  remains 


By  John  J.  Glisch 

Ever  since  the  space  shuttle  Challenger  exploded  two 
months  ago  killing  the  seven  astronauts  aboard,  NASA 
and  the  press  have  been  engaged  in  an  increasingly  bitter 
war  over  information. 

Bad  as  the  situation  has  been,  it  worsened  when  the 
space  agency  announced  March  9  that  Challenger’s  crew 
cabin  and  astronaut  remains  had  been  found  in  the  Atlan¬ 
tic,  18  miles  off  Cape  Canaveral. 

That  acknowledgement  brought  with  it  a  blackout  on 
details  surrounding  the  recovery  operation,  a  move  that 
forced  reporters  to  scramble  for  other  means  to  piece 
together  the  facts. 

One  method  that  has  proliferated  involves  monitoring 
the  radio  transmission  between  salvage  ships  at  sea,  a 
form  of  eavesdropping  little  different  from  listening  to  a 
police  scanner. 

The  transmissions  have  given  reporters  numerous 
details  about  what  crew-cabin  wreckage  has  been  hauled 
to  the  surface  by  Navy  divers  from  the  salvage  vessel 
U.S.S.  Preserver. 

The  transmissions  also  have  been  valuable  in  tracking 
the  search  for  wreckage  of  the  shuttle’s  right  booster 
rocket,  which  triggered  the  Jan.  28  explosion. 

Old-fashioned  leg  work  also  has  been  put  to  use,  with 
reporters  trading  dockside  scuttlebutt  with  local  fisher¬ 
men  and  keeping  an  around-the-clock  vigil  at  nearby  Port 
Canaveral,  where  salvage  vessels  unload  debris. 

In  all,  NASA  has  made  reporters  assigned  to  Kennedy 
Space  Center  go  to  extreme  lengths  to  gather  information 
that  under  normal  circumstances  would  be  easily 
obtained. 

“Without  a  doubt,  this  is  one  of  the  most  difficult 
situations  I  have  ever  encountered,”  said  New  York  Times 
reporter  William  Schmidt.  “You’re  in  a  controlled  facility, 
you  can’t  get  to  people  and  they  (NASA)  won’t  tell  you.” 


“Without  a  doubt,  this  is  one  of  the 
most  difficult  situations  I  have  ever 
encountered,”  said  New  York  Times 
reporter  William  Schmidt 


NASA  spokesman  Hugh  Harris  said  the  ban  on  recov¬ 
ery  information  was  made  out  of  respect  to  the  astronaut 
families  and  to  shield  them  from  media  inquiries. 

Ironically,  relatives  have  often  been  open  with  reporters 
about  the  matter.  Some  also  have  criticized  NASA’s  sec¬ 
recy,  which  has  drawn  more  press  attention  their  way. 

“I  don’t  call  that  protection,”  said  Los  Angeles  Times 
reporter  Kim  Murphy. 

Several  high-ranking  space  agency  officials  played  a 
(Glisch  is  a  staff  writer  for  the  Orlando  Sentinel.) 
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role  in  the  blackout  decision,  including  astronaut  Robert 
Crippen,  a  member  of  NASA’s  internal  team  investigating 
the  accident. 

Crippen,  who  piloted  the  first  shuttle  flight  in  April  1981, 
has  been  responsible  for  directing  the  salvage  operation 
and,  like  most  NASA  officials,  steadfastly  refused  all 
interview  requests. 

Interviews  with  people  close  to  the  recovery  operation 
and  ongoing  forensic  work  to  identify  astronaut  remains 
indicate  how  far  NASA  has  gone  to  enforce  its  code  of 
silence. 


Sources  said  NASA  workers  have  been 
threatened  with  losing  their  Jobs  if  they 
leak  information  to  the  press. 


Sources  said  NASA  workers  have  been  threatened  with 
losing  their  jobs  if  they  leak  information  to  the  press. 
Private  contractors  who  operate  some  salvage  ships  also 
have  been  told  that  their  government  contracts  will  be 
canceled  if  employees  speak  to  reporters. 

“It’s  virtually  impossible  to  get  any  information  on  the 
record,”  said  James  Fisher,  an  Orlando  Sentinel  reporter 
who  has  covered  the  space  program  for  two  years.  “Peo¬ 
ple  are  as  paranoid  and  worried  as  I’ve  ever  experienced. 
It’s  a  siege  mentality.  They  are  literally  using  internal 
threats  to  prevent  anything  from  getting  out.” 

NASA’s  clamp  of  secrecy  has  extended  to  the  point 
where  the  agency  has  never  confirmed  that  astronaut 
remains  have  been  returned  to  shore,  even  though  the 
Preserver  was  met  in  port  twice  by  military  ambulances. 
The  ship  also  docked  one  night  with  a  large  coffin-like  box 
on  deck,  covered  by  an  American  flag. 

Frustrated  reporters  have  grown  angry  with  the  silence, 
especially  since  the  space  agency  had  nurtured  a  close 
relationship  with  the  press  since  its  inception. 

For  example,  even  simple  requests  to  have  NASA  give 
daily  briefings  on  the  progress  of  crew-cabin  recovery  and 
identifying  remains  have  gotten  nowhere.  Instead  of  pro¬ 
viding  answers,  NASA  public  affairs  officials  routinely  tell 
reporters  their  questions  have  been  put  “into  the  system.” 
Responses  are  almost  never  forthcoming. 

“They  have  cast  themselves  as  adversaries  to  limit  and 
control  the  flow  (of  information)  instead  of  facilitating  it,” 
said  Lawrence  Levy,  a  reporter  for  Newsday.  “By  doing 
so,  they  violated  their  own  charter  and  lost  sight  of  the  fact 
that  we  do  represent  millions  and  millions  of  people.” 

Using  radio  transmissions  to  maintain  a  handle  on  the 
recovery  was  started  by  CBS  News.  NBC  News  and  ABC 
News  quickly  followed  suit,  as  did  the  Associated  Press 
and  United  Press  International. 

Newspapers  including  the  New  York  Times,  Los 
Angeles  Times,  Chicago  Tribune,  Orlando  Sentinel,  Phil¬ 
adelphia  Inquirer  and  Newsday  have  together  hired  a  local 
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ham  radio  operator  to  monitor  transmissions  and  provide  Communications  Commission  rules  which  prohibit  unau- 
periodic  reports.  thorized  publication  of  intercepted  radio  communications. 

That  normally  competitive  reporters  are  sharing  infor-  “I  haven’t  heard  any  complaints  from  the  Navy  or 

mation  underscores  the  daily  fight  to  circumvent  NASA’s  NASA  about  it,”  said  Lt.  Commander  Deborah  Burnette, 

ban.  a  Navy  salvage  spokesperson. 

“It  is  unusual,  but  then  again  it  makes  sense,”  said  Mike  While  NASA  may  succeed  in  controlling  the  flow  of 
Leary  of  the  Philadelphia  Inquirer.  information  in  the  short  run,  the  agency  has  caused  itself 

Salvage  vessels  have  responded  to  the  monitoring  by  irreparable  damage  in  the  process  by  turning  its  once  good 
occasionally  scrambling  ship-to-ship  messages  and  media  relationship  into  a  shambles, 
switching  to  coded  channels.  “They’ve  completely  eliminated  any  trust  or  respect  on 

NASA,  however,  has  made  no  attempt  to  stop  the  the  part  of  the  press,”  said  Fisher.  “The  press  will  never 

monitoring,  even  though  it  technically  violates  Federal  trust  them  again.” 

NASA  secrecy  forces  wire  services  to  go  to  high  tech  monitoring 


By  Mark  Fitzgerald 

National  Aeronautics  and  Space  Admninistration 
(NASA)  and  Navy  secrecy  about  the  search  for  the 
remains  of  space  shuttle  Challenger  astronauts  has  forced 
news  agencies  to  turn  to  electronic  monitoring  in  an  effort 
to  get  information. 

“Apparently  it  is  the  most  highly  electr^/nically  wired 
press  area  in  creation,”  Associated  Press  vice  president 
and  executive  editor  Walter  Mears  said,  describing  the 
area  around  the  search  in  the  ocean  off  Florida. 

AP  itself  recently  installed  its  own  radio  to  monitor 
transmissions  from  the  salvage  ships,  replacing  a  more 
informal  setup  in  which  the  wire  service  shared  a  monitor¬ 
ing  system. 

The  monitoring  has  grown  in  reaction  to  the  unusual 
cloak  of  secrecy  that  the  National  Aeronautics  and  Space 
Administration  has  thrown  over  the  salvage  operation  — 
particularly  the  recovery  of  any  human  remains  from  the 
shuttle,  which  was  destroyed  in  an  explosion  about  a 
minute  after  launching  Jan.  28. 

A  New  York  Times  account  of  the  monitoring  equipment 
used  by  news  organizations  included  “an  experimental 
laser  camera  to  film  in  darkness,”  as  well  as  elaborate 
radio  antennae. 

But  editors  at  both  major  U.S.  news  agencies  empha¬ 
sized  that  the  news-gathering  efforts  there  are  generally 
more  prosaic. 


“IVe’re  using  this  information  as  a  tip 
service  because  it  reaiiy  is  raw 
information,  it’s  sort  of  ‘handie-with-care’ 
stuff  for  us,”  he  said. 


“The  use  of  radio  to  pick  up  signals  —  well,  at  any 
newspaper  you  use  scanners  for  police  news  —  its  not 
quite  as  much  as  a  quantum  leap  as  if  it  were  brand-new 
technology  (being  used),”  Mears  said. 

“It’s  not  very  sophisticated,  we’re  not  talking  about 
21st-century  equipment  here  ....  It’s  rudimentary 
stuff,”  United  Press  International  managing  editor  Ronald 
Cohen  said  of  his  agency’s  monitoring  efforts  at  the  sal¬ 
vage  scene. 

Nevertheless,  Cohen  said  he  would  reluctantly  have  to 
decline  comments  on  the  specifics  of  UPI’s  electronic 
newsgathering  operations  off  Cape  Canaveral. 

“They  (NASA)  don’t  tell  us  everything,”  and  so  the 
wire  service  would  not  comment  on  its  own  efforts,  Cohen 
said. 

Both  Mears  and  Cohen  acknowledged  that  the  monitor¬ 


ing  efforts  could  easily  be  thwarted  if  the  Navy  or  NASA 
decided  to  encode  its  transmissions. 

Mears  noted  that  during  the  first  “secret”  flight  of  a 
space  shuttle,  news  organizations  were  able  to  monitor 
open  transmissions. 

“NASA  knows  full  well,  the  Navy  knows  full  well, 
there  are  a  lot  of  ears  out  there,”  Mears  said. 

It  could  not  be  learned  with  certainty  whether  any 
transmissions  from  the  salvage  site  have  been  encoded. 

Mears  emphasized  that  information  gathered  in  the 
radio  monitoring  is  only  one  of  many  sources  that  are  part 
of  covering  the  salvage  operation. 

“We’re  using  this  information  as  a  tip  service  because  it 
really  is  raw  information.  It’s  sort  of  ‘handle-with-care’ 
stuff  for  us,”  he  said. 

“It’s  not  a  level  of  information  that  we  are  ready  to  go 
out  on  the  wire  with,”  executive  editor  Mears  continued. 
“What  you’re  getting  is  a  lot  of  traffic  over  the  radio  and  its 
so  easy  for  that  to  be  misunderstood,  mixed  up  and 
garbled.” 

However,  he  said  the  information  has  been  very  useful 
to  Howard  Benedict,  the  wire  service’s  lead  reporter  on 
the  shuttle  story,  as  a  way  of  getting  information  from 
NASA  officials.  Because  NASA  is  “hyper-careful  about 
anything  they  mention  about  the  remains,”  much  of  that 
information  is  necessarily  on  an  off-the-record  or  back¬ 
ground  basis,  Mears  said. 

For  his  part,  too,  Mears  said  he  does  not  necessarily 
disagree  with  NASA’s  caution  on  talking  about  the  search 
for  the  astronauts’  remains. 

“The  whole  issue  about  the  remains  is  one  in  which 
there  are  issues  of  taste  and  human  decency  as  well  (as 
press  disclosure  issues),”  he  said. 

“It’s  obvious  these  people  have  been  blown  up,  and 
there’s  no  reason  for  a  play-by-play  of  the  gruesome 
details,”  Mears  added.  He  said  he  has  been  telling  ques¬ 
tioners  at  speeches  recently  that  AP  will  handle  any  disclo¬ 
sure  about  remains  “tastefully  and  with  dignity.” 

Space  journalist  selection  continues 

Letters  to  Journalist  in  Space  applicants  who  have  been 
chosen  as  regional  semi-finalists  are  in  the  process  of  being  ! 
mailed,  but  since  the  selection  review  panels  at  the  20 
cooperating  schools  of  journalism  are  completing  their 
work  at  different  times  over  a  five- week  period,  the  last  of 
the  100  semi-finalists  may  not  be  notified  until  mid- April. 

The  list  of  names  is  slated  to  be  announced  on  or  about 
April  24,  after  all  applicants  have  returned  signed  agree¬ 
ment  forms  stating  that  they  wish  to  remain  in  the  pro¬ 
gram. 

In  order  to  notify  all  1 ,703  applicants  of  the  first  round 
outcome  before  the  names  are  announced,  the  regional 
semi-finalists  will  be  asked  to  keep  their  notice  of  selection 
in  confidence  until  the  release  date. 
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Battle  against  cigarette  ads  escalates 

American  Cancer  Society  joins  American  Medicai  Association  in  caliing  for 
eiimination  of  aii  advertising  of  cigarettes  and  smokeiess  tobacco  products 


By  Debra  Gersh 

The  American  Cancer  Society  has 
joined  the  ranks  of  the  American 
Medical  Association  in  calling  for 
elimination  of  all  advertising  of 
cigarettes  and  smokeless  tobacco 
products. 

The  proposal,  similar  to  both  those 
by  the  AMA  and  the  American  Lung 
Association,  includes  ending  spon¬ 
sorship  of  sports  and  cultural  events 
that  attract  young  people. 

Dr.  Charles  A.  LeMaistre,  presi¬ 
dent  of  the  American  Cancer  Society, 
was  quoted  recently  as  saying,  “As  a 
first  step,  we  have  called  for  the  elimi¬ 
nation  of  all  models  and  scenery  in 
this  advertising,  and  asked  that 
illustrations  be  limited  to  a  simple 
depiction  of  cigarette  packages.  The 
Society  does  recommend  that  adver¬ 
tising  copy  should  merely  feature  the 
tar  and  nicotine  content  of  the  prod¬ 
uct,  one  of  the  four  rotating  warning 
messages  from  the  Surgeon  General 
and  the  price  of  the  product.” 

Advertising  organizations  and 
tobacco  companies  have  said  that  any 
such  ban  on  tobacco  advertising  is  a 
violation  of  the  First  Amendment 
right  to  truthfully  advertise  a  legal 
product.  Further,  the  tobacco  compa¬ 
nies  maintain  that  cigarette  advertis¬ 
ing  is  not  directed  at  youths  or  non¬ 


smokers,  but  rather  at  smokers  whom 
the  company  wants  to  switch  to  a  par¬ 
ticular  brand. 

Tobacco  advertising  expenditures 
have  also  been  under  fire  from  the 
nation's  legislature. 

A  recently  defeated  part  of  the  tax 
reform  proposal  by  Senate  finance 
committee  chairman  Robert  Pack- 
wood  (R-Ore.)  originally  proposed 
ending  the  business  deductability  of 
tobacco  advertising,  but  was  later 
amended  to  allow  80%  of  advertising 
expenses,  with  the  remaining  20% 
deducted  by  4%  a  year  over  five 
years.  Despite  the  revision,  the  pro¬ 
posal  was  eventually  dropped  from 
the  tax  package. 


Advertising 
organizations  and 
tobacco  companies  have 
said  that  any  such  ban 
on  tobacco  advertising  is 
a  vioiation  of  the  First 
Amendment . . . 


Two  more  bills  have  been  intro¬ 
duced  before  the  House  and  Senate 
that  would  deny  the  deductability  as  a 
business  expense  the  cost  associated 


with  tobacco  products. 

Ken  Apfel,  an  aide  to  Senator  Bill 
Bradlev  (D-N.J.),  who  is  sponsoring 
Bill  S.  1950,  said  the  defeat  of  the 
Packwood  proposal  should  not  affect 
passage  of  this  bill,  because  it  does 
not  hit  at  as  many  industries  as  the 
Packwood  package. 

The  Bradley-backed  bill  would 
raise  approximately  $2.3  billion  in 
revenues  over  the  next  three  years, 
Apfel  said. 

A  similar  bill  has  been  introduced 
before  the  House  of  Representatives 
by  Congressman  Fortney  H.  (Pete) 
Stark  (D-Calif.).  Bill  H.R.  3950  pro¬ 
poses  that  “no  deduction  shall  be 
allowed  under  this  chapter  for  any 
tobacco  and  tobacco-product-sale 
promotion  expense.” 

Dr.  Jerome  A.  Paulson,  a  legisla¬ 
tive  assistant  to  Stark,  said  the  bill  has 
“absolutely  nothing  to  do  with  the 
First  Amendment.  No  one  has  a  right 
to  tax  exemption,  it’s  a  gift  from  the 
government.” 

The  American  Advertising  Found¬ 
ation  believes  the  two  bills  “single  out 
tobacco  advertising  for  inappropriate 
and  unconstitutional  measures  that 
will  restrict  truthful  advertising  of  a 
legal  product.” 

In  a  strongly  worded  statement,  the 
(Continued  on  page  35) 


Knight-Ridder  ‘pulls  plug’  on  its  videotex  operation 


Knight-Ridder  Newspapers  has 
announced  it  is  pulling  the  plug  on 
Viewtron,  its  national  videotex  ser¬ 
vice  which  was  once  billed  as  the 
prototype  electronic  newspaper. 

“Videotex  is  not  likely  to  be  a 
threat  to  newspapers  in  the  foresee¬ 
able  future,”  said  KRN  president 
James  Batten. 

“Despite  steady  growth  in  the  num¬ 
ber  of  subscribers,  usage  numbers 
have  not  kept  pace,”  said  Batten. 
“The  American  public  is  not  ready  to 
support  a  videotex  service  at  a  level 
that  would  justify  the  continuing 
expense.” 


Batten  said  it  would  be  in  the  best 
interests  of  shareholders  for  Knight- 
Ridder  to  invest  its  money  elsewhere. 

Viewtron  was  expanded  to  a 
national  service  several  months  ago 
and  was  made  available  to  consumers 
with  personal  computers.  Subscrib¬ 
ers  grew  from  around  3,000  to  20,000 
in  that  time. 

Originally,  Viewtron  was  offered  to 
south  Florida  residents,  who  pur¬ 
chased  relatively  expensive  dedi¬ 
cated  terminals  manufactured  by 
AT&T. 

Knight-Ridder  said  it  is  maintaining 
full  service  for  Viewtron  subscribers 


until  it  sets  a  date  for  the  system’s 
termination. 

Most  of  Viewtron’s  139  employees 
will  be  laid  off  when  the  service  ends, 
Knight-Ridder  said. 

Knight-Ridder  did  not  release  fig¬ 
ures  for  how  much  it  spent  on 
Viewtron,  however  the  sum  is 
believed  by  analysts  to  be  over  $50 
million. 

Viewtron  is  the  second  videotex 
service  to  be  cancelled  by  a  newspa¬ 
per  company  in  the  past  few  weeks. 
Times  Mirror  recently  terminated  its 
Gateway  videotex  service  which  had 
about  3,000  subscribers. 
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New  postal  rules  stifle  delivery  of  TMC  products  by  mail 


The  U.S.  Postal  Service  board  of 
governors,  despite  strong  objections 
by  the  American  Newspaper 
Publishers  Association,  upheld  reg¬ 
ulations  approved  earlier  by  the 
postal  rate  commission  which  will 
prohibit  larger  newspapers  from  dis¬ 
tributing  their  total  market  coverage 
issues  or  “plus  editions”  via  second- 
class  mail. 

The  new  rules,  which  are  scheduled 
to  take  effect  on  June  8,  were  origi¬ 
nally  proposed  to  the  Postal  Service 
by  Advo  Systems  Inc.,  a  third-class 
mailer  and  major  competitor  of  news¬ 
papers  for  the  distribution  of  preprint 
advertising. 

ANPA  immediately  filed  a  petition 
for  review  of  the  Postal  Service’s 
decision  in  the  Fifth  U.S.  Circuit 
Court  of  Appeals  in  New  Orleans. 
ANPA  also  wants  the  Fifth  Circuit 
court  to  issue  a  stay  preventing  the 
new  second-class  rules  from  being 
implemented  while  the  court  chal¬ 
lenge  is  pending. 

Advo  had  charged  that  newspapers 
which  use  second-class  mail  to  distri¬ 
bute  an  additional  issue  a  week  to 
non-subscribers  were  abusing  the 
second-class  category. 

The  Postal  Rate  Commission 
responded  to  Advo’s  complaint  by 


recommending  mat  whenever  a  publi¬ 
cation  has  more  than  one  issue  a  day, 
and  one  issue  goes  beyond  a  distribu¬ 
tion  ceiling  for  non-subscribers,  that 
issue  would  become  a  separate  publi¬ 
cation  which  must  be  sold  individu¬ 
ally  to  readers. 


ANPA  said  the  new 
rules  single  out  daily 
newspapers  because  no 
other  type  of  publication 
is  likely  to  publish  more 
than  one  issue  on  a 
single  day. 


ANPA  contended  that  approval  of 
the  proposed  rule  would  result  in 
newspapers  losing  the  use  of  second- 
class  mail  to  attract  new  subscribers 
through  TMC  programs.  The  alterna¬ 
tives  left  to  newspapers,  ANPA  said, 
would  be  to  distribute  via  their  own 
carriers  or  using  higher  third-class 
mail. 

ANPA  said  the  new  rules  single  out 
daily  newspapers  because  no  other 
type  of  publication  is  likely  to  publish 
more  than  one  issue  on  a  single  day. 


ANPA  also  criticized  the  PRC  for 
considering  a  rule  change  affecting 
newspapers  that  was  proposed  by  a 
major  competitor,  which  also  hap¬ 
pens  to  be  the  Postal  Service’s  largest 
single  customer. 

In  its  appeal,  ANPA  argued  that  the 
Postal  Service  should  be  barred  from 
creating  rules  for  second-class  mail 
which  affect  only  one  category  of  cus¬ 
tomers,  daily  newspapers. 

“Our  basic  argument  is  that  if  any 
rule  changes  are  needed  for  second- 
class  mail,  they  ought  to  be  for  all 
users  of  second-class  mail,  not  just  for 
newspapers  that  publish  a  second 
issue  on  a  given  day,”  said  Terry 
Maguire,  vice  president  and  general 
counsel  for  ANPA. 

ANPA  chose  New  Orleans  for  its 
appeal  because  of  a  case  there  50 
years  ago  that  involved  dis¬ 
crimination  against  daily  newspapers 
and  established  a  favorable  precedent 
for  the  current  appeal,  Maguire 
explained. 

Maguire  said  the  Postal  Service  is 
challenging  ANPA’s  filing  in  the  Fifth 
Circuit,  contending  that  the  New 
Orleans  court  does  not  have  jurisdic¬ 
tion  in  the  matter. 


Publisher:  Tomahawk  Plan’  a  happy  alternative  to  postai  dispute 


In  the  midst  of  the  confusion  and 
division  over  newspaper  mailing 
rates,  there  is  a  middle  course,  Bur¬ 
lington  (Wis.)  Standard  Press 
publisher  William  E.  Branen  says. 

“The  cleanest  way  to  solve  all  the 
arguments  between  National  News¬ 
paper  Association,  the  American 
Newspaper  Publishers  Association, 
Advo  and  all  the  rest  is  to  go  to  what  I 
call  the  Tomahawk  Plan,”’  Branen 
told  a  recent  seminar  of  the  Inland 
Daily  Press  Association. 

Advo  Systems  Inc.,  the  shared- 
mail  advertising  concern,  and  the 


NNA,  an  industry  group  of  smaller 
newspapers,  have  supported  postal 
regulations  prohibiting  total  market 
coverage  products  and  “plus  edi¬ 
tions”  from  using  second-class  rates, 
while  the  ANPA  has  favored  keeping 
them  at  the  usually  cheaper  rate. 

Branen’s  Tomahawk  Plan  refers  to 
a  solution  to  burgeoning  mailing  costs 
—  and  postal  regulations  —  that  was 
developed  by  the  Tomahawk  (Wis.) 
Leader,  a  5,000-circulation  weekly  in 
a  northern  Wisconsin  resort  town. 

“They  found  they  needed  3,600 
copies  to  complete  (the  penetration 


oO  their  market,”  Branen  said. 

“So  they  put  out  a  second  section 
and  sold  it  to  all  advertisers  who  want 
the  complete  market,  and  they  bought 
tv  listings  to  satisfy  the  25%  rule,”  he 
said. 

The  Post  Office  requires  that  a 
paper  must  consist  of  25%  editorial 
content  to  qualify  for  second-class 
rates. 

“They  mail  the  tv  (listings)  to  the 
3600  people  who  are  not  subscribers 
and  mail  the  complete  paper  to  their 
subscribers,”  he  said.  “It  satisfies 
everybody,”  Branen  said. 


Guam  officials  protest  news  blackout  during  Marcos’  stopover 


Several  Guam  territorial  officials 
and  its  local  press  have  protested  to 
the  U.S.  Congress  over  the  news 
blackout  imposed  by  the  U.S.  Air 
Force  on  deposed  Philippines  Presi¬ 
dent  Ferdinand  Marcos’  stopover  on 
the  Pacific  Island. 

Marcos’  party  stopped  over  on 
Guam  for  13  hours,  according  to  the 
Pacific  Daily  News.  But  during  that 
time,  the  Air  Force,  citing  security 
reasons,  denied  media  coverage  of 
the  event. 

The  photos  that  were  eventually 


made  available  to  the  press  were 
taken  by  Air  Force  photographers, 
the  newspaper  said. 

Guam  officials  pointed  out  that  the 
treatment  of  the  local  media  stood  in 
marked  contrast  to  Marcos’  arrival  in 
Hawaii,  where  there  was  intense 
press  coverage. 

Ben  Blaz,  the  territory’s  represen¬ 
tative  to  Congress,  protested  the 
news  blackout,  remarking  that  the 
First  Amendment  applies  to  Guam 
too,  the  Pacific  Daily  News  reported. 

Blaz  was  joined  in  his  protest  by 


acting  Gov.  Edward  D.  Reyes  and  the 
Guam  Press  Club. 

“We  condemn  the  shabby  treat¬ 
ment  of  the  working  press  at 
Andersen  Air  Force  Base  and  Naval 
Hospital  during  the  brief  visit  of  for¬ 
mer  Philippines  President  Ferdinand 
Marcos,”  the  press  club  said  in  a  for¬ 
mal  stater-'ent.  “Military  officials  dis¬ 
played  insensitivity  to  the  communi¬ 
ty’s  need  to  be  informed  and  violated 
the  U.S.  Constitution  by  forbidding 
national  and  local  journalists  to  go  on 
post.” 
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PERSPECTIVE  ON  PROMOTION 


The  Selling  of  Middle  Markets 

Unique  market  characteristics  and  non-newspaper  perspectives 
may  attract  national  advertisers  to  ‘second  fO’  newspapers 


By  Michael  G.  Kane 

It’s  akin  to  the  "picking”  sequence 
that  children  use  when  choosing  sides 
for  a  baseball  game.  After  the  “heavy 
hitters”  are  selected,  it  becomes  a 
matter  of  visibility  and  positioning  in 
determining  who  is  chosen  to  com¬ 
plete  the  selection  process. 

This  perhaps  best  describes  the 
position  of  newspapers  in  the  “sec¬ 
ond  50”  or  “middle  markets”  — 
those  that  generally  rank  between  50 
and  100  in  terms  of  population,  house¬ 
holds,  retail  sales  and  effective  buy¬ 
ing  income  —  who  are  trying  to  grab 
a  share  of  the  national  advertising 
dollar.  While  this  share  might  be 
miniscule  compared  to  those  top 
markets  that  enjoy  automatic  ad 
buys,  it  is  large  enough  to  entice  many 
newspapers  to  position  themselves  as 
attractively  as  possible  in  the  national 
arena. 

The  industry  as  a  whole  is  hearing 
some  encouraging  news  of  late. 

Speaking  at  the  13th  annual  Out¬ 
look  for  the  Media  Conference  in 
December  1985,  Robert  J.  Coen  of 
McCann-Erickson  Inc.  predicted 
that  newspapers  will  experience  a  7% 
increase  in  national  advertising  linage 
this  year  over  1985. 

Leo  Bogart,  executive  vice  presi¬ 
dent  of  the  Newspaper  Advertising 
Bureau  told  the  International  News¬ 
paper  Advertising  and  Marketing 
Executives  in  January  that  newspa¬ 
pers  have  an  opportunity  to  increase 
their  market  share  of  national  adver¬ 
tising  because  television  advertising 
is  losing  its  efficiency. 

These  and  other  developments 
have  obvious  implications  for  news- 

(Kane  is  assistant  to  the  executive 
director  of  the  International  Newspa¬ 
per  Promotion  Association  in  Reston, 
Va.  This  is  part  of  a  continuing  series  of 
articles  dealing  with  different  aspects 
of  newspaper  promotion.) 


papers  in  New  York,  Chicago,  Los 
Angeles  and  other  top  markets,  but 
what  do  they  mean  for  those  Birming- 
hams,  Austins  and  Tucsons? 

“There  are  a  couple  of  ways  to  buy 
markets,”  said  John  T.  Mennenga, 
senior  vice  president  of  marketing 
and  research  for  Sawyer,  Ferguson, 
Walker  Co.  in  New  York  City. 

“The  first  way  is  to  buy  strictly  by 
the  numbers.  The  second  and  more 
sophisticated  way  is  to  buy  according 
to  market  potential  of  sales  develop¬ 
ment,  and  these  are  not  necessarily 
the  top  markets.” 


Mennenga,  among 
others,  doesn’t  feel  that 
the  “personal  touch”  Is 
all  that  Important  In 
selling  a  market. 

Indeed,  there  is  much  to  consider 
besides  the  numbers.  That  is  why 
there  is  intense  competition  for  the 
discretionary  or  supplemental  ad  buy. 

“You’re  actually  competing  for 
national  attention  with  other  middle 
market  newspapers,”  said  David 
Ray,  promotion  director  of  the  Austin 
(Tex.)  American-Statesman.  “And 
there’s  not  a  whole  lot  of  difference 
between  these  markets.” 

By  presenting  what  SFW’s  Men- 
nehga  calls  a  “unique  selling  proposi¬ 
tion,”  newspapers  attempt  to  distin¬ 
guish  themselves  from  the  crowd.  In 
Austin,  it’s  a  growing  computer  soft¬ 
ware  market;  in  Tucson,  Arizona,  it’s 
an  ideal  setting  for  test  marketing  new 
products. 

Whatever  the  selling  angle,  it  is 
typically  “non-number”  strengths 
that  determine  the  marketability  of  a 
middle  market  newspaper  as  a 
national  medium. 

In  addition  to  selling  the  market,  it 


is  also  mandatory  to  sell  the  newspa¬ 
per,  of  course.  In  doing  so,  some 
industry  observers  feel  that  many 
newspapers  follow  a  similar  and  ill- 
advised  marketing  tact:  provincial 
vision. 

“Generally,  newspapers  present 
their  market  as  they  see  it,”  said  Men¬ 
nenga.  “The  national  advertising  per¬ 
spective,  however,  is  usually  outside 
of  any  particular  market.  The  key  to 
reaching  advertisers  is  knowing  what 
kinds  of  questions  they  w  ill  ultimately 
ask  and  addressing  their  marketing 
needs.” 

Austin’s  Ray  expounded:  “In 
many  cases,  we  (middle  market  news¬ 
papers)  aren’t  knowledgeable  enough 
about  who  we’re  selling  to.  For  exam¬ 
ple,  we  probably  don’t  know  enough 
about  the  buying  and  budgeting  pro¬ 
cedures  of  national  advertisers.” 

Branham  Inc.  in  New  York  City, 
which  represents  large  and  middle 
market  newspapers  on  the  national 
level,  strives  to  present  “advertising 
packages  that  are  meaningful  to  the 
advertiser,"  according  to  marketing 
director  Steve  Seraita.  In  order  to  do 
this,  he  said,  “we  have  to  constantly 
ask  the  advertiser,  ‘What  do  you 
want?  What  are  your  buying 
criteria?”’ 

According  to  Chris  Urban,  presi¬ 
dent  of  Urban  &  Associates  Inc.  in 
Sharon,  Mass.,  advertisers  measure 
media  on  three  yardsticks:  cost-effec¬ 
tiveness,  communications  effective¬ 
ness  and  sales  effectiveness. 

“In  the  long  run,  (newspapers)  are 
not  in  the  business  of  selling  space  — 
they  are  in  the  business  of  selling 
results  —  and  that’s  what  advertisers 
are  measuring  when  they  talk  about 
effectiveness.” 

Most  advertisers  have  specific 
sales  districts  where  real  and  poten¬ 
tial  growth  is  analyzed  and  acted 
upon.  In  many  cases,  middle  markets 
are  chosen  for  expansive  marketing 
efforts  (image  building,  brand  devel- 
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opment,  etc.),  and  it  is  at  this  point 
that  advertisers  will  review  their 
available  media  options  in  that  sales 
“district.” 

“Newspaper  advertising  reps 
really  act  as  consultants  to  major 
companies,”  said  Branham’s  Seraita. 
“We  try  to  get  agency  media  buyers 
and  creative  people  excited  about 
print  advertising  with  a  marketing 
approach  to  selling  newspapers.” 

Seraita  said  that  40%  of  agency 
media  buyers  are  located  in  New 
York  City,  and  this  statistic  is  a 
source  of  some  frustration  by  those 
who  support  the  national  sales  proc¬ 
ess  at  various  middle  market  news¬ 
papers. 

“Sometimes,  you  do  feel  out  of  the 
mainstream,”  said  one  such  newspa¬ 
per  executive. 

Said  another:  “It’s  as  if  the  paper 
has  no  real  control  in  the  national 
sales  process.” 

While  most  newspapers  do  “host” 
their  national  advertising  sales  reps  a 
few  times  a  year,  there  are  more  than 
a  few  newspaper  marketers  who  feel 
that  this  is  not  enough.  For  the  most 
part,  they  feel  that  sales  reps  are  sell¬ 
ing  middle  markets  based  on  market 
brochures,  computer  printouts  and 
other  support  material. 

Mennenga,  among  others,  doesn’t 
feel  that  the  “personal  touch”  is  all 
that  important  in  selling  a  market: 
“While  it  might  be  helpful  to  visit 
various  markets  from  time  to  time,  it 
is  not  all  that  relevant.  We  are,  in 
essence,  a  newspaper’s  national 
marketing  department  in  New  York. 
By  analyzing  all  available  resources 
about  a  particular  market,  we  can 
address  an  advertiser’s  needs  by 
understanding  their  perspective.” 

The  industry  has  been  addressing 
these  needs  in  a  number  of  ways  over 
the  past  couple  of  years.  Certainly, 
the  standard  advertising  unit  (SAU) 

was  a  revolution  of  sorts,  and  this 
concept  has  fostered  other  practices 
and  approaches  that  only  stand  to 
increase  the  middle  market’s  share  of 
national  advertising. 

In  addition  to  better  reproduction 
of  color  and  the  growing  popularity  of 
“advertorials,”  advertisers  have  had 
other  reasons  to  keep  tabs  on  the 
industry.  The  following  are  just  a  few 
of  those  reasons: 

•  Many  newspapers  have  banded 
together  to  create  multi-market 
advertising  buys.  For  example,  62 
daily  newspapers  in  North  Carolina 
and  Virginia  serve  as  a  one-order/one- 
bill  network  for  Winn-Dixie’s  Raleigh 
(N.C.)  Division  preprint  advertising. 
Other  “group-buy”  arrangements 
flourish  around  the  country. 

•  In  response  to  a  long-standing 
gripe  that  national  advertisers  had 
with  newspaper  ad  affordability,  the 
Wichita  (Kan.)  Eagle-Beacon  recen¬ 
tly  eliminated  the  spread  between 
local  and  national  advertising  rates  in 
an  experimental  effort  to  promote  the 
newspaper  as  a  test  market  ad  vehicle 
{E&P,  Jan.  25,  p.51). 

•  According  to  a  study  conducted 
last  year  by  Dan  Stoudt,  a  journalism 
instructor  at  Eastern  Illinois  Univer¬ 
sity,  newspapers  have  turned  more  to 
sophisticated  audience  research  and 
have  become  more  adept  at  translat¬ 
ing  media  terminology  (reach,  fre¬ 
quency,  gross  rating  points,  etc.)  in  an 
attempt  to  improve  and  solidify  their 
relationship  with  national  advertis¬ 
ers. 

Much  should  also  come  out  of  the 
much-heralded  “Future  of  Advertis¬ 
ing”  project  spearheaded  by  the 
NAB.  This  comprehensive,  industry¬ 
wide  committee  is  faced  with  the 
mission  of  making  some  sweeping 
changes  in  the  way  newspapers  are 
produced,  perceived  and  sold. 

Just  as  important  as  changes  that 

have  or  will  take  place,  however,  is 
the  notion  that  middle  market  news¬ 
papers  have  viable  opportunities  to 
attract  segments  of  the  national  ad 
market. 

The  following  examples  highlight  a 
few  of  the  efforts  recently  undertaken 
by  middle  market  newspapers  to 
attract  national  ad  dollars: 

The  Birmingham  (Ala.)  News  & 
Post-Herald  presents  the  largest 
market  in  that  state  as  one  that  pros¬ 
pers  in  a  “booming,  service-based. 
Sunbelt  economy,”  said  Lisa  Engel, 
marketing  and  research  director.  The 
paper’s  efforts  are  enhanced  by  a 
complete  market  study  conducted 
every  year  “to  support  ourselves  and 
the  industry,”  she  said. 

In  addition  to  capitalizing  on  the 
area’s  reputation  as  an  excellent  test 
market,  the  Arizona  Daily  Star  and 
Tucson  Citizen  markets  a  regional¬ 
ized  approach  to  reaching  “all  of 
Arizona”  —  that  is,  as  an  additional 
buy  to  neighboring  Phoenix.  “If  we 
can  keep  Tuscon’s  name  in  the  fore¬ 
front,  we  will  ultimately  benefit,” 
said  marketing  services  director  Mike 
Welsh. 

Last  fall,  the  Des  Moines  Register 
developed  unique  “finger  cards”  to 
attract  attention  to  the  paper’s 
national  advertising  campaign. 

The  cards  were  designed  to  high¬ 
light  various  facts  and  figures  from 
the  Simmons-Scarborough  research 
reports  and  generated  a  35%  response 
rate,  according  to  Michelle  Foster, 
advertising  promotion  coordinator. 

The  News  and  CourierlThe  Even¬ 
ing  Post  in  Charleston,  S.C., 
designed  a  marketing  piece  that  prom¬ 
oted  the  city’s  first-place  ranking  for 
business  and  industry  by  U.S.  News 
&  World  Report.  The  piece  is  being 
distributed  to  national  advertisers  as 
well  as  businesses  in  the  market  area. 

the  Globe  was  now  organized  the 
same  way  as  the  New  York  Times, 
Washington  Post  and  other  dailies, 
where  the  executive  editor  runs  the 
news  department  and  the  editorial 
page  editor  is  in  charge  of  the  editorial 
and  the  opinion  pages. 

Both  Driscoll  and  editorial  page 
editor  Martin  Nolan  report  directly  to 
Taylor. 

Until  about  five  years  ago,  the 
Globe’s  editor  was  in  charge  of  both 
the  news  and  the  opinion  functions. 
According  to  several  Globe  news 
staffers,  Winship  relinquished  control 
of  the  editorial  and  op-ed  pages  after 
his  liberal  views  came  into  conflict 
with  Taylor’s  more  conservative  out¬ 
look.  They  said  Nolan’s  views  are 

more  in  tune  with  the  publisher’s. 

That  move  lessened  the  distinction 
between  the  roles  of  editor  and  execu¬ 
tive  editor,  they  said.  Without  Win- 
ship’s  dominant  presence,  that  blur¬ 
ring  of  roles  helped  lay  the  ground¬ 
work  for  the  Janeway-Driscoll  con¬ 
flict. 

But  the  staffers  also  speculated  that 
Driscoll  has  “to  prove  himself’  to 
Taylor  before  being  elevated  to  edi¬ 
tor. 

The  Gtobe  now  must  “go  through  a 
healing  process,”  said  Taylor.  The 
publisher  maintained  he  has  “no 
plans”  to  get  involved  in  the  Globe’s 
editorial  operations. 

“1  want  to  build  up  the  confidence 
level  at  that  e.nd  of  the  building.” 

Boston  Globe 

(Continued  from  page  10) 

and  said  the  Globe’s  competition  for 
readers  included  the  area’s  suburban 
newspapers,  but  also  the  New  York 
Times,  which  has  a  strong  home  deliv¬ 
ery  effort  in  Boston. 

“1  see  the  editorship  as  being  like 
an  orchestra  leader,  trying  to  blend, 
synchronize  and  bring  out  the  best,” 
Driscoll  commented  of  his  manage¬ 
ment  style. 

With  his  assuming  full  responsibil¬ 
ity  for  news  operations,  Driscoll  said 
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The  future  of  advertising 

Advertising  Research  Foundation’s  annua/  conference  expiores 
the  direction  advertising  wiii  take  over  the  next  25  years 


By  Debra  Gersh 

The  future  of  advertising  looks  very 
good  to  Michael  J.  Naples,  president 
of  the  Advertising  Research  Founda¬ 
tion,  which  is  celebrating  its  50th 
anniversary  this  year. 

“The  whole  communications  envi¬ 
ronment  is  going  to  be  a  strong  one,” 
Naples  said,  pointing  to  advanced 
technology  and  better  market  data  as 
examples  of  areas  that  will  help  make 
the  media  strong,  and  adding  that 
“newspapers  are  well  positioned 
...  to  benefit  from  all  this.” 

There  is  a  growing  segmentation  in 
the  market,  such  as  an  older  popula¬ 
tion,  regional  marketing  and  Yuppies, 
he  continued.  It  is  no  longer  a  dull, 
gray  mass,  which  means  that  research 
is  changing,  using  methods  such  as 
geodemographics  and  ZIP  code  mark¬ 
eting. 


Naples  said  that 
research  must  go 
beyond  just  counting 
readership,  it  must  find 
a  way  to  measure  the 
link  between  reading,  for 
example,  and  buying. 


But  in  looking  ahead,  Naples  said 
that  research  must  go  beyond  just 
counting  readership,  it  must  find  a 
way  to  measure  the  link  between 
reading,  for  example,  and  buying. 

“Whoever  puts  it  together 
first  .  .  .  the  others  will  follow,” 
Naples  continued,  adding  that 
although  newspapers  have  come  a 
long  way,  television  has  taken  the 
lead,  and  magazines,  particularly  spe¬ 
cialty  publications,  have  also  done  a 
lot. 

Advertising  research  in  all  media, 
however,  is  still  in  a  transitional 
phase,  as  all  the  techniques  available 
do  not  have  widespread  use,  and  new 
techniques  are  being  thought  of  all  the 
time.  Naples  emphasized  innovation 
and  said  getting  new  ideas  to  take  a 
foothold  in  advertising  takes  constant 


experiment,  just  as  in  business. 

The  media  has  to  learn  to  market 
itself,  he  added,  as  ARF  has  tried  to 
do  over  the  past  five  years,  by  demon¬ 
strating  that  it  has  a  good,  reliable 
product  with  a  good  track  record. 

In  newspapers,  he  held  up  the  New 
York  Times  and  the  Wall  Street  Jour¬ 
nal  as  examples  of  newspapers  that 
have  “more  advertisers  than  they 
know  what  to  do  with.  That’s  what 
they  all  would  like  to  do.” 


See  related  story  on  ARF  conference 
on  page  20. 


Response  to  ARF’s  annual  confer¬ 
ence  and  research  expo,  titled 
“Advertising  2010:  The  Next  25 
Years,”  was  about  10%  greater  than 
last  year.  Naples  said  more  than  2,000 
people  registered  for  the  event  held 
recently  in  New  York,  and  an  addi¬ 
tional  2,000  were  expected  to  attend 
just  to  pass  through  the  exhibition 
booths. 

The  three-day  conference  focused 
on  topics  such  as  the  market  of  the 
future  and  how  advertisers  and 
researchers  can  best  tap  that  increas¬ 
ingly  segmented  market. 

James  H.  Rosenfield,  chairman  of 
the  Advertising  Council,  said  that  the 
satellite  age  has  brought  with  it  many 
changes  in  radio  and  cable  and  net¬ 
work  television,  and  that  “print,  too, 
has  been  greatly  affected  by  the  com¬ 
ing  of  the  communications  satellite. 
Newspapers  such  as  the  New  York 
Times,  USA  Today  and  the  Wall 
Street  Journal  are  printed  in  various 
plants  across  the  nation  from  data  fed 
to  those  plants  by  satellite.” 

But  the  satellite,  Rosenfield  con¬ 
tinued,  is  only  one  part  of  the  equa¬ 
tion,  the  micro  chip  being  the  other. 
The  emergence  of  global  media,  the 
expansion  of  multi-national  compa¬ 
nies  and  the  development  of  global 
advertising  agencies  are  the  forces 
which  drive  technology,  and  Rosen¬ 
field  said  he  believes  the  pieces  are 
already  in  place  to  support  these 
emerging  technologies. 

Brian  G.  Dyson,  president  of  Coca- 
Cola  USA,  said  there  is  clearly  more 
knowledge  and  more  skepticism  in 


American  society  today,  and  added 
that  the  combination  of  more  informa¬ 
tion  and  more  affluence  is  leading  to 
greater  segmentation  of  the  market. 
No  longer  can  a  company  simply 
advertise  behind  its  trademark,  he 
said.  Advertising  must  make  the  con¬ 
sumer  aware. 

According  to  Joseph  T.  Plummer, 
executive  vice  president  and  execu¬ 
tive  research  director  at  Young  & 
Rubicam,  as  societal  values  are 
changing,  all  media  have  begun  to 
reflect  changing  values  through 
increased  diversity  or  emergence  of 
new  concepts. 


Brian  G.  Dyson, 
president  of  Coca-Cola 
USA,  said  there  is  clearly 
more  knowledge  and 
more  skepticism  in 
American  society 
today . . . 


In  addition,  he  said,  changing  con¬ 
sumer  values  clearly  encouraged  the 
growth  of  direct  marketing  “because 
it  can  be  more  personalized,  permits 
time  saving  and  private  decision 
making  very  consistent  with  new  val¬ 
ues.  With  a  vaster  array  of  choices 
facing  today’s  consumer,  and  with  the 
growing  need  for  feedback  and  per¬ 
sonal  attachments,  it  is  little  wonder 
that  direct  marketing  is  threatening  to 
replace  the  newspaper  and  radio  as 
the  best  local  marketing  medium.” 

Media  planning  in  the  year  2010  will 
be  much  easier  because  as  technology 
improves,  it  will  bring  with  it 
better  and  faster  data  that  is  more 
useful  and  timely,  said  Lawrence 
Lamattina,  chief  executive  officer  of 
SSC&B;  Lintas  New  York. 

Further,  he  added,  media  planning 
could  very  well  become  part  of  a 
larger  function,  such  as  market 
investment  or  research,  and  plans  in 
the  future  will  have  to  be  very  flexible 
to  adapt  to  the  more  fragmented  and 
targeted  media. 

(Continued  on  page  22) 
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Gannett  Co.,  Inc. 


I 


I 


has  acquired 


The  Evening  News  Association 


The  undersigned  acted  as  financial  advisor  to  Gannett  Co.,  Inc. 
and  assisted  in  the  negotiations  leading  to  this  transaction. 


Shearson  Lehman  Brothers  Inc. 


February  18,  1986 


Some  views  on  newspapers 


By  Debra  Gersh 

The  theme  of  the  recent  Advertis¬ 
ing  Research  Foundation  conference 
was  advertising  trends  such  as 
research,  marketing  and  creativity  in 
the  future,  but  most  of  the  media 
attention  was  focused  on  television 
and  other  broadcasting  communica¬ 
tions  developments. 

To  get  an  idea  of  what  is  happening 
with  newspapers,  E&P  spoke  to  Jim 
Spaeth,  chairman  of  ARF’s  media 
communications  committee  and 
director  of  media  services  for  Scan- 
America  Inc.;  Edward  Atorino,  first 
vice  president  at  Smith  Barney;  and 
Tom  Brokaw,  anchor  and  managing 
editor  of  NBC  Nightly  News,  after 
their  presentations  to  the  conference. 


See  other  story  on  ARF  conference  on 
page  18. 

According  to  Spaeth,  newspapers 
have  improved  greatly  in  their  quest 
to  gain  a  share  of  advertisers’  dollars, 
but  they  need  a  means  to  tangibly  me¬ 
asure  the  effectiveness  of  ads  in  their 
medium.  Newspapers  do  have  advan¬ 
tages  such  as  shared  pages  and  color, 
and  for  food  advertising,  the  news¬ 
paper  is  a  “battleground,”  Spaeth 
said. 

The  Newspaper  Advertising 
Bureau  and  individual  newspapers 
have  done  a  lot  with  NABSCAN, 
which  demonstrated  that  newspaper 
advertising  sells,  but  Spaeth  said  such 
things  have  always  tended  to  be 
“ancillary.”  They’re  done  to  demon¬ 
strate  that  newspaper  advertising 
works,  but  then  papers  step  back  and 
say,  “Okay,  believe  us  from  now 
on.” 

Spaeth  sees  most  of  the  new  tech¬ 
nology  working  for  the  benefit  of  tele¬ 
vision  disproportionately  to  the  other 
media,  providing  tv  with  greater 
accountability,  the  value  of  which 
cannot  be  underestimated,  he  said. 

Atorino  is  “very  bullish  on  news¬ 
papers,”  but  sees  no  dramatic 
changes  in  the  future  of  the  medium. 
Newspapers  had  a  terrific  year  last 
year  and  are  showing  solid  growth 
this  year,  he  said,  adding  that  news¬ 
papers  have  been  “more  innovative 
than  people  thought  they  could  be.” 

Newspapers  have  gained  back  the 
national  advertising  and  readership 
which  slipped  over  the  past  few  years 
by  learning  how  to  market  classified 
and  go  after  national  advertising.  An 
additional  advantage  to  newspapers. 


according  to  Atorino,  is  that  they  are 
highly  localized. 

Newspapers  are  in  a  “very  strong 
competitive  position,”  he  added. 
“It’s  basically  the  same  old  business, 
but  it’s  a  very  good  one.”  The  news¬ 
paper  industry  is  trying  to  improve  as 
an  advertising  medium  by  improving 
statistical  data.  The  biggest  problems 
in  the  past  were  audience  erosion  and 
loss  of  national  advertising,  but  news¬ 
papers  have  turned  that  around, 
Atorino  said. 

Brokaw  said  he  thinks  there  should 
be  “synergy”  between  newspapers 
and  television  news.  “Newspapers 
see  us  far  too  much  as  a  competitive 
medium,”  he  said,  adding  that  after 
working  on  the  news  all  day  he  still 
reads  newspapers  word  for  word  to 
get  more  detail  about  stories  and  for 
another  point  of  view. 

During  his  keynote  luncheon 
address,  Brokaw  told  of  his  views  on 
television  news,  detailing  some  pros 
and  cons  of  the  medium. 

Broadcast  is  not  an  ideal  medium 
for  news,  he  said,  because  informa¬ 
tion  aired  cannot  be  retrieved  — 
unless  it  is  taped,  which  he  said  his 
nightly  broadcasts  are  not. 

Television  is  also  very  personal, 
sometimes  playing  more  to  the  heart 
than  to  the  mind,  Brokaw  said,  adding 
that  the  presentation  of  news  is 
greatly  limited  by  time  constraints. 

“As  you  get  more  involved  in  the 
issues,  you  will  expect  more  from  us 
(newscasters)  to  provide  more  infor¬ 
mation,”  Brokaw  said.  “I  hope  the 
time  will  come  when  the  evening 
news  is  expanded  to  a  full  hour,” 
something  Brokaw  said  society 
needs,  deserves  and  wants  in  its 
desire  for  information. 

Cap  Cities  gives 
to  U.  of  Mich, 
journaiism  program 

A  $125,000  grant  from  Capital 
Cities  Communications,  Inc.,  has  put 
the  University  of  Michigan’s  Jour¬ 
nalists  in  Residence  program  over  the 
halfway  mark  in  its  $5  million  endow¬ 
ment  drive. 

Begun  in  1973  with  funding  from 
the  National  Endowment  for  the 
Humanities,  the  Michigan  journalism 
fellowships  program  began  raising 
endowment  when  public  support 
ceased  in  1984.  The  fund-raising 
effort  is  part  of  the  U-M’s  current 
$160  million  Campaign  for  Michigan. 


For  over  100  years,  Moore 
has  provided  the  equipment 
and  supplies  to  keep  busi¬ 
ness  working  smoothly. 
Tbday,  we’re  your  most  com¬ 
plete  source  for  business 
communications  products 
from  computers  to  supplies 
and  accessories.  Call  the 
location  nearest  you. 

CALIFORNIA:  Brea,  391  S.  State 
College  Blvd.;  Costa  Mesa,  3400-B 
Bristol  St;  Encino,  15619  Ventura 
Blvd.;  Huntington  Beach,  15087  Gold- 
enwest  St;  Long  Beach,  439  Long 
Beach  Blvd.;  Los  Angeles,  707  W 
Seventh  St;  Pasadena,  360  E.  Colo¬ 
rado  Blvd.;  San  Bernardino,  955-A 
South  E  St;  Santa  Monica,  805  Wil- 
shire  Blvd.;  Torrance,  21247  Haw¬ 
thorne  Blvd.;  Palo  Alto,  151  University 
Ave.;  Concord,  1975  Diamond  Blvd.; 
San  Jose,  2924  Stevens  Creek  Blvd.; 
Sunnyvale,  544  Lawrence  Expwy.; 
COLORADO:  Denver,  2553  S.  Colo¬ 
rado  Blvd.;  Denver,  303  16th  St; 
WASHINGTON:  Redmond,  15123 
NE  24th  St;  Tukwila,  16860  South- 
center  Pkwy;  Seattle,  1114  Fourth 
Ave.;  ILLINOIS:  Schaumburg,  1037 
East  Golf  Rd.;  MINNESOTA:  Edina, 
3650  Hazelton  Rd.;  MISSOURI: 
Maryland  Heights,  11992  Dorset! 
Rd.;  NEW  JERSEY:  Paramus,  669 
Route  17S.;  TEXAS:  Dallas,  15340 
Dallas  Pkwy.;  Dallas,  1919  Bryan  St; 
Dallas,  9100  N.  Central  Expwy;  Rich¬ 
ardson,  230  W.  Campbell  Rd.;  Hous¬ 
ton,  12184  Greenspoint  Dr.;  Houston, 
5880  Westheimer  Rd.;  FLORIDA: 
Clearwater,  2794  Gulf-To-Bay;  Miami, 
9569  S.  Dixie  Hwy;  N.  Miami  Beach, 
1775  NE  163rd  St;  Ft.  Lauderdale, 
1015  N.  Federal  Hwy;  Altamonte 
Springs,  440  East  Altamonte  Dr.; 
Orlando,  2904  E.  Colonial  Dr.; 
Tampa,  2381 E.  Fowler  Ave.;  Tampa, 
4504  W.  Kennedy  Blvd.;  GEORGIA: 
Smyrna,  2481  Cobb  Pkwy;  Atlanta, 
3423  Piedmont  Rd.,  NE;  Atlanta, 
2244  Henderson  Mill  Rd.;  MARY¬ 
LAND:  Rockville,  827-A  Rockville 
Pike;  MASSACHUSETTS:  Boston, 
44  Federal  St;  Burlington,  84-86  Mall 
Rd.;  MICHIGAN:  Southfield,  29163 
Northwestern  Hwy;  VIRGINIA:  Fair¬ 
fax,  11029  Lee  Hwy;  Vienna,  2070 
Chain  Bridge  Rd. 
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==(  THE  PRICE  OF  EXCELLENCE:  >= 


REVOlUnON 

ONADESKTOR 


It  began  with  the  Macintosh 
computer.  Suddenly,  even 
those  of  us  who  couldn't  draw 
a  line  could  create  fascina¬ 
ting  graphics. 

Then  the  wizards  of  Apple 
expanded  it  into  an  exciting 
new  [diOSi.  Apple  desktop 
publishing. 

With  a  Macintosh  com¬ 


puter,  Apple  Laser  Writer  both  Apple  an 
Printer  and  Aldus  Page-  It’s  the  price  o 

Maker  software,  you  can  At  Moore  Bi 

create  professional  looking  we  focus  on  e 
newsletters,  flyers,  brochures  just  in  the  pro 
and  presentations  yourself.  but  in  ways  th 
In  no  time.  And  at  so  little  in  systems  th 

cost  j 

And  the  price  of  both  hard- 
ware  and  software  is  within 
the  reach  of  even  the  smallest 
company. 

Investing  in  research  to  /M 

create  an  idea  like  desktop 
publishing  is  the  price 


both  Apple  and  Aldus  pay. 
It’s  the  price  of  excellence. 

At  Moore  Business  Center, 
we  focus  on  excellence.  Not 
just  in  the  products  we  offer, 
but  in  ways  they  can  be  used 
in  systems  that  make  your 
job  easier. 


financial  Report 


BUSINESS 

CENTER 


That  relieves  your  people 
of  tedious  jobs  so  they 
can  focus  on  the  big  pic¬ 
ture,  instead.  Find  out 
about  Moore  Business 
Center  and 
Apple’s  desktop 
publishing. 

Call  us  today. 


ARF  conference 

(Continued  from  page  18) 


Choice,  control  and  interactivity 
will  dominate  the  media  world  of  the 
future,  the  face  of  which  will  be 
shaped  by  the  consumer,  not  the 
other  way  around  as  has  been  the  case 
in  the  past,  said  Jayne  W.  Zenaty, 
manager  of  media  research  at  Leo 
Burnett  USA. 

The  technologies  most  responsible 
for  delivering  messages  to  the  con¬ 
sumer  will  be  the  satellite,  video 
recorder  and  computer,  “but  satel¬ 
lites  aren’t  just  used  by  the  electronic 
media.  National  print  editorial  and 
advertisements  are  being  sent  via 
satellite  uplinks  and  downlinks  to 
regional  and  local  printing  plants  to 
improve  the  timeliness  of  content  and 
delivery,”  she  said. 

Videotex  or  Viewdata,  which 
Zenaty  called  the  ultimate  in  direct 
marketing  and  sales,  will  become  a 


truly  transactional  service  that  lets 
individuals  do  such  things  as  express 
opinions,  shop,  make  reservations 
and  send  electronic  mail  messages,  in 
addition  to  accessing  data  bases  from 
the  New  York  Times,  the  Wall  Street 
Journal  and  local  newspapers. 

While  videotex  is  currently  avail¬ 
able  in  less  than  one  percent  of  house¬ 
holds,  it  could  follow  the  path  taken 
by  home  computers  and  penetrate 
50%  of  households  in  the  future. 

But  the  success  of  videotex 
“depends  on  how  well  it  meets  a 
given  consumer  need  and/or  demon¬ 
strates  its  usefulness,”  she  con¬ 
tinued. 

“New  media  forms  are  driven  by 
their  content  and  services,  rather  than 
by  the  technology  itself,”  Zenaty 
added.  “While  time  spent  with 
individual  media  may  not  vary  sub¬ 
stantially  across  the  years,  the  con¬ 
sumer  is  using  those  vehicles  in  a 
different  way.  Multi-channel  choices 
and  remote  control  and  recording 
devices  and  traditional  print  media  in 
new  forms”  will  all  shape  the  audi¬ 
ence  of  the  future,  she  said. 

Charles  W.  Moritz,  chairman  and 
chief  executive  officer  of  the  Dun  & 
Bradstreet  Corp.,  addressed  con¬ 


sumer  focus  as  the  key  to  the  future  of 
information  services.  “There  is  no 
tomorrow  without  satisfied  custom¬ 
ers,”  he  said. 

The  future  of  the  information  indus¬ 
try,  like  any  other,  has  its  uncertain¬ 
ties,  Moritz  said. 

“But  there  is  one  requirement  of 
the  future  about  which  I’m  convinced 
we  can  be  certain:  a  requirement  that 
more  than  any  other,  including  tech¬ 
nology,  will  separate  winners  from 
losers  in  the  years  ahead.  That 
requirement  is  an  attitude  regarding 
the  most  important  constituency  of 
any  business:  its  customers. 

“The  implications  of  attitude 
change  driven  by  customer  focus  are 
enormous  and  far  reaching.  Customer 
focus  will  drive  changes  that  affect 
organization.  It  will  drive  changes 
that  affect  the  use  of  technology,” 
Moritz  said. 

“The  customer-focused  company 
won’t  just  listen  to  its  customers  —  it 
will  hear  them.  And  it  won’t  always 
like  what  it  hears.  Because  if  the  cus¬ 
tomers’  message  is  to  be  heeded,  as 
success  demands  it  must  be,  change 
inevitably  will  be  called  for.” 


Back  to  Basics 

In  our  endless  search  for  the  fantastic,  we 
sometimes  forget  the  building  blocks  that  make 
up  our  creative  foundation. 
Take  a  trip  back  to  the  basics  as  the  San  Jose 
Mercury  News  presents  its  8th  Annual  Graphics 
Conference  —  Graphics  '86. 

It  takes  place  April  25,  26  and  27  at  the 
Sainte  Claire  Hilton  in  Downtown  San  Jose. 

It’s  your  chance  to  attend  hands-on  ses¬ 
sions,  workshops  and  seminars  and  receive 
critiques  by  graphics  industry  leaders. 

For  reservations  and  information 
please  contact  David  Yamold,  Mercury 
News  Assistant  Managing  Editor 
/Graphics  and  Special  Projects, 
at  (408)  920-5668. 
The  cost  is  $86.  Students, 
$50.  Registration  ends  April  19. 
Rediscover  the  basics. 

Graphics  '86 
itietcurg  jNetus 

THE  BAY^J^  AREA'S  BEST 
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Intrepid  is  a  trademark  of  Compugraphic  Corporation. 
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A  NEW  K-BASED  SYSTEM  THAT'S  SUPPORTED  BY  MORE  THAN  JUST  A  TABLE 

Today’s  PC-based  systems  bring  obvious  benefits  to  the  fast-changing  newspaper  environment.  Database 
management  software  for  circulation.  Computerized  mailing  for  innovative  marketing.  Spelling 
and  word  usage  programs  for  letter-perfect  copy.  And  information  graphics.  But  only 
one  system  is  backed  up  by  25  years  of  newspaper  experience— the  Intrepid 
from  Compugraphic.  The  versatile  Intrepid  PC  workstation  handles  all  your 
editorial  and  classified  needs,  and  it  doubles  as  an  IBM-com¬ 
patible  PC.  As  the  demands  of  your  operation  increase, 
this  forward-looking  system  will  grow  with  you. 

A  VETERAN  OF  TWENTY-FIVE  YEARS 
With  over  a  quarter-century  of  news¬ 
paper  experience,  we  understand 
your  newspaper’s  production 
problems.  And  we’ll  solve 
them  with  services  that 
go  beyond  your  basic 
needs  for  equipment. 

We  help  you  choose 
the  right  equipment 
configuration  at  the 
best  possible  price. 

After  installation,  a 
toll-free  call  at  any 
hour,  day  or  night, 
provides  you  prompt, 
high-priority  attention. 

And  if  you  choose,  our 
unique  Remote  Diagnos¬ 
tic  System  will  monitor  your 
system  around  the  clock,  auto¬ 
matically  alerting  you  and  our  staff 
to  hardware  failures  and  power  disturbances. 

A  PC-BASED  PLATFORM  TO  THE  FUTURE 
The  Intrepid  system  provides  online  editorial  control  and  up-to-date 
status  information,  complete  editorial  copy  processing,  state-of-the-art  compo¬ 
sition,  and  online  classified  sales  and  service.  Plus  a  platform  to  future  software  developments. 

For  more  information  about  the  Intrepid  system,  contact:  inrAnhir^”^ 

Compugraphic  Corporation,  Marketing  Communications  COmpugrapfllC 

Literature,  65  Industrial  Way,  Wilmington,  MA  01887.  Compugraphic  Corporation 


Newspaper  Products 


THE  GOSS  MFCS:  ONLY  A 
ADVANCED  COULD  BE  SO 


By  simply  touching  the  MPCS 
work  station  display,  a  single 
operator  can  preset  press 
functions.  The  productivity- 
programmed  central 
computer  takes  it  from  there. 
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On  the  menu- 
driven,  touch- 
sensitive  display,  the 
operator  begins  to 
set  the  press. 


The  revolutionary  new 
Goss®  Modular  Press 
Control  System 
(MPCS) — integral  to  the 
latest  generation  of 
Headliner  Offset® 
presses — constitutes  a 
quantum  leap  forward  in 
newspaper  productivity. 

As  operationally  simple 
as  it  is  technologically 
sophisticated,  the  MPCS  provides 
new  capabilities  for  shorter  make- 
ready  and  reduced  waste  through 
computerized  presetting  and  run¬ 
ning  adjustments. 

Redefining  user-friendliness,  a 
menu-driven,  touch-sensitive  work 
station  display  is  the  key  to  MPCS 
simplicity.  Following  a  fast  self-diag¬ 
nostic  precheck  of  system  software 
and  microprocessors,  the  MPCS 
uses  computer  intelligence  to  help 
the  operator  select,  preset  and  later 
adjust  press  functions  from  the 
quick-response  touch-serpen  menu. 
Subsequent  color-coded  displays 
quickly  confirm  input,  progress  and 
function  achievement — or  report 


unattainable  commands  and 
describe  the  problern. 

Here's  what  this  unique  system 
means  to  you.  In  addition  to  fast 
makeready  and  greater  manpower 
efficiency,  the  flexible,  powerful 


MPCS  also  produces  significant 
materials  savings.  For  example,  ink¬ 
ing  values  are  defined  across  the 
web  based  on  stored  computer 
information.  Paper  is  similarly  con¬ 
served,  with  waste-reducing  adjust¬ 
ments  made  automatically  before 
any  paper  is  used.  There  is  no  waste¬ 
ful  guesswork  or  experimentation. 

MPCS  advantages  don't  end  ' 
there.  The  system  allows  better  use 
of  pressroom  manpower — for 
example,  multiple  work  stations  on 
a  single  press  permit  input  by  more 
than  one  pressman  at  a  time.  The 
sequence  of  presetting  the  press 
closely  follows  pressroom  opera- 
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SYSTEM  so 
SIMPLE. 
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The  display  verifies  ink  zone 
settings. 
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On  another  couple,  a  problefn  is 
indicated  on  the  display. 
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tions — for  example,  pages  can  be 
input  as  available  and  the  system 
automatically  presets  ink  zones  for 
each  page.  Other  MFCS  benefits:  ’ 
easier  circumferential  and  sidelay 
adjustments.  Running  adjustments 
by  plate  or  page.  Specially  designed 
diagnostic  features  for  checkout  and 
maintenance.  Library  of  impositions. 
Press  settings  for  a  frequently  used 
or  an  interrupted  job  can  be  saved 
and  recalled  at  the  operator's 
command. 

There  are  important  initial  econ¬ 
omies,  too.  With  the  building-block 
design  of  the  MFCS,  you  order  only 


wh^  you  currently  require.  The 
MFCS  has  assured  expandability 
to  grow  as  your  requirements  and 
press  operations  grow.  It  is  easily 
maintained  and  accommodates  a 
wide  range  of  peripherals. 

Perfected  through  more  than 
30  man-years  of  quality-assured 
development,  the  Goss  Modular 
Press  Control  System  makes  the 
Headliner  Offset  press  more  than 
ever  the  world's  pacesetter  for 
newspaper  productivity.  For 
more  details  on  MFCS  potential 
in  your  pressroom,  contact 
Goss  Newspaper  Products, 
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Graphic  Systems  Division, 

Rockwell  International,  3100  South 
Central  Avenue,  Chicago,  IL  60650. 
Or  phone  312-656-8600. 


Rockwell  International 

...where  science  gets  down  to  business 


Aerospace  /  Electronics  /  Automotive 
General  Industries /A-B  Industrial  Automation 


NEWSPEOPLE  IN  THE  NEWS 


Joseph  Laitin,  a  World  War  11  cor¬ 
respondent  and  a  press  spokesman 
under  five  Presidents,  has  assumed 
the  position  of  ombudsman  at  the 
Washington  Post  and  will  serve 
through  1986. 

Laitin  replaces  Sam  Zagoria,  a  for¬ 
mer  member  of  the  Consumer  Prod¬ 
uct  Safety  Commission. 

Laitin  went  to  Washington  during 
World  War  11  as  a  United  Press 
reporter  and  then  covered  the  war  for 
Reuters.  Later,  he  became  the  first 
American  executive  for  Reuters, 
serving  as  special  representative  of 
the  general  manager  to  North  and 
Central  America.  In  1950,  he  became 
chief  correspondent  in  Washington 
for  the  Research  Institute  of  America. 

After  a  stint  as  a  free-lance  writer  in 
Hollywood,  he  returned  to  Washing¬ 
ton  to  work  with  President  John  F. 
Kennedy’s  Bureau  of  the  Budget  and 
remained  as  a  political  appointee  in 
government  until  1981,  with  his  posts 
including  deputy  press  secretary  to 
President  Lyndon  Johnson  and  direc¬ 
tor  of  information  for  a  number  of 
Presidential  Commissions.  Since 
1981  he  has  been  a  communications 
consultant. 


Circulation 
Management  And 
Marketing  Consultant 


Ronald  C.  Anderson,  President 

I  am  now  available  to  help  vour  news¬ 
paper  achieve  greater  circulation  growth 
and  profitability.  Over  25  years  of 
achievement  as  a  circulation  executive! 
Solid  experience  for  the  last  1 5  years  as  a 
consultant  to  many  newspapers  of  all 
sizes,  all  over  the  USA!  Special  services 
include  Circulation  Department  opera¬ 
tional  analysis,  circulation  marketing  plan¬ 
ning  and  help,  training  seminars  and 
programs,  and  pricing  strategies  and 
analysis. 

For  Additional  Information, 
Please  Call  or  Write: 

P  ^  Anderson 
IS  ^  /s  ••Delates 

44  Rosewood  Dr.,  Pittsford,  NY 
(716)  248-5385  (716)  381-0686 


J.A.  Johnston,  who  has  been  vice 
president,  sales  and  marketing  of  the 
Houston  Chronicle,  was  named 
senior  vice  president.  He  will  con¬ 
tinue  to  be  involved  in  sales,  but  will 
devote  primary  energies  to  the  Chron- 
icle’s  subsidiary.  Promotional 
Printing  Corp.,  of  which  he  is  presi¬ 
dent. 

Associated  with  the  Chronicle  for 
31  years,  Johnston  continues  as  a 
director  of  the  Houston  Chronicle 
Publishing  Co. 

Also  promoted  is  John  W.  Swee¬ 
ney,  formerly  sales  and  marketing 
director,  who  has  been  appointed  vice 
president,  sales  and  marketing.  He 
joined  the  newspaper  in  1980  from  the 
Boston  Herald-American,  where  he 
was  advertising  director. 

Sweeney  previously  was  in  adver¬ 
tising  sales  and  marketing  with  the 
Trenton  (N.J.)  Times  and  the 
Washington  Post. 

♦  *  * 

Rick  Avery  joined  the  Los  Angeles 
Herald  Examiner  as  sales  develop¬ 
ment  manager.  He  previously  was 
national  accounts  manager  for  United 
States  Suburban  Press  and  also  has 
been  on  the  retail  staff  of  the  Arizona 
Republic  and  Phoenix  Gazette. 

*  *  * 

Mike  Russell,  press  secretary  to 
U.S.  Senator  Donald  Riegle  of  Michi¬ 
gan,  is  the  newly-elected  president  of 
the  U.S.  Senate  Press  Secretaries 
Association. 

Other  officers  are:  Vice  president, 
Ann  Pride,  press  secretary  to  Senator 
David  Pryor  of  Arkansas;  treasurer, 
Mark  Bowen,  press  secretary  to 
Senator  James  Exon  of  Nebraska; 
and  secretary,  Jerry  Ray,  press  sec¬ 
retary  to  Senator  Howell  Heflin  of 
Alabama.  Immediate  past  president 
Richard  Moore,  press  secretary  to 
Senator  Mack  Mattingly  of  Georgia, 
will  serve  as  chairman  of  the  board  of 
directors. 


John  B.  Macro  retired  as  director 
of  research  for  Media  General,  Inc., 
on  February  28,  after  nearly  40  years 
in  newspaper  research. 

He  joined  Media  General  in  1969  as 
director  of  research  at  the  Tribune 
Company,  Tampa,  following  posi¬ 
tions  at  the  New  York  World  Tele¬ 
gram,  This  Week  Magazine  and  the 
Branham  Co.  Mauro  was  promoted  to 
director  of  research  in  1973. 

A  past  president  of  the  Interna¬ 
tional  Newspaper  Promotion  Associ¬ 
ation,  he  has  served  as  adjunct  profes¬ 
sor  at  Syracuse  University  and  Virgi¬ 
nia  Commonwealth  University,  and  is 
the  author  of  a  book  on  newspaper 
research. 

♦  ♦  ♦ 

Antoinette  Loiacono  Dupont, 
chief  presiding  judge  of  the  Appellate 
Court,  Connecticut’s  second  highest 
court,  was  elected  a  director  of  The 
Day  Publishing  Company,  New  Lon¬ 
don. 

Judge  Dupont’s  career  began  in 
1962  when  she  and  her  husband  began 
their  own  New  London  law  firm,  now 
known  as  Dupont  &  Tobin.  She  was 
appointed  a  Court  of  Common  Pleas 
judge  in  1977,  was  elevated  to  the 
Superior  Court  the  following  year, 
and  was  named  chief  administrative 
judge  of  the  civil  division  in  1983.  She 
has  been  chief  presiding  judge  of  the 
Appellate  Court  since  1984. 

>|c  ik  ik 

William  L.  Fanaras  was  named 
president  of  Cowles  Information  Ser¬ 
vices,  Minneapolis.  He  had  been  gen¬ 
eral  manager  of  Update  Minneapolis, 
an  electronic  information  system,  and 
Sun  Community  Directories. 

He  has  20  years’  experience  in 
newspaper  advertising  and  marketing 
management  and  was  part  of  a  group 
at  Knight-Ridder  which  developed 
and  launched  the  Viewtron  com¬ 
puterized  home  information  system  in 
Florida. 
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Judith  Neuman  has  been  named 
editor  of  the  Living  Section  of  the  San 
Jose  Mercury  News  and  Elissa  Van- 
AVER  has  been  promoted  to  special 
sections  editor. 

Neuman  joined  the  paper  16 
months  ago  as  its  first  religion  and 
ethics  editor.  She  has  worked  as  fea¬ 
tures  editor  of  the  Orange  County 
Register,  was  on  the  editorial  board  of 
the  Detroit  Free  Press  and  a  reporter, 
feature  writer  and  reviewer  for  those 
papers.  She  also  worked  as  a  lifestyle 
writer  at  the  Dayton  (Ohio)  Daily 
News. 

Vanaver,  before  joining  the  Mer¬ 
cury  News  as  a  copy  editor  in  1983, 


Judith  Neuman  Elissa  Vanaver 


was  associate  editor  of  Common¬ 
wealth,  the  Magazine  of  Virginia,  and 
had  worked  as  a  reporter  at  the  New¬ 
port  News  Times-Herald  and  the  Fre¬ 
dericksburg  (Va.)  Free  Lance-Star. 

Also  five  new  staff  members  are: 

Stephen  G.  Bloom,  Los  Angeles 
Times  reporter  formerly  with  the 
Dallas  Morning  News,  and  Dave 
O’Brian,  Boston  Phoenix  writer,  to 
writers  in  the  Living  section. 

Ray  Alvareztorres,  Dallas 
Times  Herald  business  reporter,  to 
management  reporter  in  the  business 
section. 

Ed  Clendaniel,  former  Walla 
Walla  Union-Bulletin  Sunday  editor 
and  editorial  page  editor,  and  John 
Murrell,  formerly  with  the  Duluth 
News-Tribune  &  Herald,  to  copy  edi¬ 
tors  on  the  national  desk. 

Steve  Blust,  to  the  sports  copy 
desk  from  copy  editing  at  the  Sac¬ 
ramento  Union. 

Karen  Casto,  formerly  a  news  edi¬ 
tor  at  the  Dallas  Times  Herald,  to 
West  Valley  bureau  chief. 

♦  *  * 

Sara  Brzowsky  has  been  named  a 
senior  editor  at  Parade  Magazine. 
She  joined  the  staff  as  a  reader’s  ser¬ 
vice  correspondent  in  1979  and 
became  an  associate  editor  in  1982. 
Brzowsky  holds  a  master’s  degree  in 
English  literature  from  New  York 
University  and  previously  was  grad¬ 
uated  with  honors  from  Bar-Ilan  Uni¬ 
versity,  Ramat-Gan  in  Israel. 


Staff  changes  at  Capital  Newspa¬ 
pers,  Albany,  N.Y.,  include  the  fol¬ 
lowing: 

iRV  Dean,  from  managing  editor  of 
the  Glens  Falls  (N.Y.)  Post-Star,  to 
Knickerbocker  News  local  news  edi¬ 
tor. 

Gary  Sheffer,  from  systems  edi¬ 
tor  of  the  Hudson  (N.Y.)  Register- 
Star,  to  Knickerbocker  News  subur¬ 
ban  reporting  staff. 

Helen  Edelman,  from  temporary 
to  permanent  reporting  in  the  features 
department. 

Tim  Layden,  from  the  sports  staff 
of  the  Schenectady  (N.Y.)  Gazette,  to 
the  sports  department.  Sports  and 
features  staffers  write  for  the  Knick¬ 
erbocker  News  and  the  Albany  Times 
Union. 

*  *  * 

Monica  L.  Smith  is  the  new  adver¬ 
tising  sales  manager  for  city  and  sub¬ 
urban  retail  territories  at  Lancaster 
(Pa.)  Newspapers,  Inc.  She  was 
advertising  and  marketing  director  for 
the  Duncan  (Okla.)  Banner. 

*  *  * 

Norman  M.  Rosenberg,  technical 
services  manager  of  Abitibi-Price 
Sales  Corporation,  has  retired  after  a 
long  career  in  the  newspaper  indus¬ 
try.  He  was  a  printer  and  then  assis¬ 
tant  production  manager  of  the  New 
York  Times,  production  manager  of 
the  New  York  Journal-American,  the 
Des  Moines  Register  and  Tribune 
Company,  and  the  San  Francisco 
Newspaper  Agency  prior  to  Abitibi- 
Price. 

Rosenberg  and  his  wife,  Arlene, 
plan  to  make  their  home  in  Lake 
Tahoe,  Calif. 

*  *  * 

John  L.  Boland  has  been 
appointed  vice  president  and  general 
manager  for  the  San  Francisco  office 
of  Burson-Masteller,  the  public  rela¬ 
tions/public  affairs  consulting  firm. 
He  joined  the  company  in  1984  as  vice 
president/group  manager  in  the  same 
office. 

Earlier  in  his  career,  he  was  vice 
president/general  manager  of  Mon¬ 
mouth  News,  Inc.,  Freehold,  N.J., 
and  a  reporter  with  the  Morristown 
(N.J.)  Daily  Record. 


John  A.  Park  Jr. 

Expertise  and  Reliability 
For  Owners  Selling 
Daily  Newspapers 

(919)  782-3131 

BOX  17127,  RALEIGH,  N.C.  27619 

91  Teort  Notien>Wide  Personal  Service 


Daniel  Hatch  has  joined  the  Con¬ 
necticut  State  News  Bureau,  Hart¬ 
ford,  as  chief  capitol  correspondent. 
Formerly  a  reporter  with  the  Hartford 
Courant,  he  now  will  be  in  charge  of 
CSNB’s  statehouse  bureau. 

Andrew  C.  Spitzler  joined  the 
bureau  as  a  general  assignment  cor¬ 
respondent.  Formerly  a  reporter  with 
the  Old  Lyme  (Conn.)  Gazette,  he 
primarily  will  cover  business  and  fea¬ 
ture  topics. 

*  *  ♦ 

Shannon  Brennan,  formerly  a 
reporter  at  the  Wilmington  (N.C.) 
Star  News,  joined  the  York  County 
Coast  Star,  Kennebec,  Maine,  in  a 
similar  capacity. 

*  ♦  * 

James  T.  Barnes  Jr.  was  appointed 
president  and  publisher  of  the  Marin 
County  (Calif.)  Independent,  suc¬ 
ceeding  Robert  J.  Weil,  who  was 
named  a  general  executive  of  the  Gan¬ 
nett  Community  Newspaper  Divi¬ 
sion. 

Also,  Gary  F.  Sherlock, 
publisher  of  the  Idaho  Statesman  in 
Boise,  is  assuming  additional  respon¬ 
sibilities  as  a  vice  president  in  the 
Gannett/West  newspaper  region. 

—  NEWSPEOPLE  EDITOR 
LENORA  WILLIAMSON 


McNAUGHT 


When  the 
problem  is  money, 
Susan  Bondy  is 
the  answer. 


BONDY 
ON  MONEY 

Susan  Bondy’s 
personal  money 
column  belongs  in 
your  newspaper. 

Call  collect  (203)  661-4990 

The  McNaught  Syndicate 
537  Steamboat  Road 
Greenwich,  Ct.  06830 
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NEWSPEOPLE  IN  THE  NEWS 


Edwin  O.  Meyer,  president  of  the 
newspaper  brokerage  firm  of  Edwin 
O.  Meyer  Associates  Inc.,  Gooch¬ 
land,  Va.,  has  retired  from  active  par¬ 
ticipation  in  the  firm  and  assumed  the 
position  of  senior  advisor. 

A  veteran  journalist  whose  career 
has  spanned  six  decades,  Meyer  is  a 
former  weekly  publisher  who  served 
for  38  years  as  manager  of  the  Virginia 
Press  Association. 

He  will  be  succeeded  by  Robin  R. 
Lind,  formerly  vice  president  of  the 
company.  Lind,  also  a  former  weekly 
publisher,  joined  the  firm  in  1983. 

*  *  ♦ 

Monte  I.  Trammer,  deputy  man¬ 
aging  editor/news  at  USA  Today, 
became  assistant  to  the  publisher  of 
the  Poughkeepsie  (N.Y.)  Journal  on 
March  I  and  is  undertaking  a  variety 
of  local  and  regional  assignments. 

Trammer  was  the  liaison  with  Gan¬ 
nett  News  Service  as  deputy  manag¬ 
ing  editor  and  had  primary  responsi¬ 
bility  of  directing  USA  Today’s 
Washington  and  foreign  coverage. 

♦  ♦  ♦ 

Ellen  L.  Snodgrass  was  named  to 
the  newly  created  position  of  market¬ 
ing  director  at  the  Sacramento  Bee, 
She  has  been  with  the  newspaper 
since  1982  as  classified  advertising 
manager. 

Snodgrass  worked  in  management 
and  classified  capacities  at  the  Kan¬ 
sas  City  Times  and  the  Star,  the  San 
Juan  (P.R.)  Star,  the  Metro-East 
Journal,  East  St.  Louis,  and  MacDo¬ 
nald  Classified  Services. 


The  Omaha  World-Herald  Com¬ 
pany  has  announced  chief  executives 
appointments  at  several  subsidiary 
companies.  Newly  selected  presi¬ 
dents  are: 

Timothy  P.  Keyser,  formerly 
executive  vice  president  at  Rapid 
Printing  and  Mailing  Inc. 

Billie  L.  Ammerman,  general 
manager  since  1983  of  Papillion  Times 
Printing  Company. 

Edward  L.  Babcock,  vice  presi¬ 
dent  and  general  manager  of  Midwest 
Assemblers,  Inc. 

E.  Terry  Ausenbaugh,  sales  pro¬ 
motion  and  public  affairs  manager  for 
the  Omaha  World-Herald,  to  con¬ 
tinue  in  that  position  and  is  the  newly 
named  president  of  Video  Produc¬ 
tions  Inc.,  and  president  of  Suburban 
Newspapers  Inc.,  holding  company 
for  the  Papillion  Times  Printing  Com¬ 
pany. 

Daryl  Hall,  re-elected  president 
of  the  Kearney  Hub  Publishing  Com¬ 
pany. 

* 

After  a  brief  period  in  California  as 
president  of  Garden  State  Newspap¬ 
ers  Inc.’s  Alameda  group,  Charles 
Jacobs  has  returned  to  his  native 
New  Jersey  as  publisher  of  the  North 
Jersey  Herald-News,  Passaic. 

He  worked  four  years  as  a  general 
assignment  reporter  for  the  New  York 
Journal- American  and  served  in  the 
U.S.  Army  and  then  took  over  the 
Jacobs  department  Store  in  Paterson, 
the  store  founded  by  his  grandfather, 
for  30  years. 


AD/SAT,  INC. 

(A  New  York  Corporation) 

A  subsidiary  of 

BRITISH  PRINTING  &  COMMUNICATIONS  CORPORATION  PLC 

lias  acquired  the  assets  of 


AD/SAT,  INC. 

(A  Delaware  Corporation) 


The  undersigned  initiated  this  transaction  and 
served  as  financial  advisor  to  the  seller. 


Ladcnburg,Thaliiiann  &Ca.lnc. 


February  2h.  1986 


Established  187b 


Also  at  the  North  Jersey  Herald- 1 
News,  Richard  J.  Maddock  Jr.  was 
appointed  managing  editor.  He 
started  in  1979  as  a  sports  reporter 
and  copy  editor  for  the  Paterson 
News  and  the  Hudson  Dispatch  and 
later  became  executive  sports  editor 
for  both  papers,  serving  until  his  re¬ 
cent  appointment. 

obituaries] 


Isaac  Z.  Buckwalter,  87,  former 
executive  vice  president  of  Lancaster 
(Pa.)  Newspapers  Inc.,  died  January 
1  at  Lancaster  General  Hospital. 

Buckwalter,  who  had  a  45-year 
career  with  Steinman  family  firms, 
first  worked  for  the  family  newspap¬ 
ers  in  Lancaster  as  assistant  business 
manager,  served  as  classified  adver¬ 
tising  manager  and  then  general  man¬ 
ager.  In  1952  he  became  executive 
vice  president,  a  post  he  held  until  the 
end  of  1963.  He  remained  a  member 
of  the  board  of  directors  and  handled 
special  assignments  for  corporate 
management. 

One  son,  John  M.  Buckwalter,  is 
now  president  of  Lancaster  News¬ 
papers. 

♦  ♦  * 

Alfred  J.  Carrano,  77,  classified 
advertising  manager  of  The  Post  Pub¬ 
lishing  Co.,  Bridgeport,  Conn,  from 
1933  until  he  retired  in  1984,  died  in 
Salisbury,  Md.,  on  November  16. 

In  1979,  Carrano  received  the  first 
distinguished  service  award  of  the 
Association  of  Newspaper  Classified 
Advertising  Managers  honoring  his  50 
years  of  service  in  the  field.  He  held  a 
number  of  offices  in  the  association 
including  the  presidency  in  1963-64 
and  after  a  nine-year  term  on  the 
board  remained  active  until  his  retire¬ 
ment. 

♦  *  * 

Edward  W.  Lewis,  86,  former 
chief  Washington  correspondent  for 
the  New  York  Daily  News,  died  of 
pneumonia  March  10  at  Sibley 
Memorial  Hospital.  He  was  a  resident 
of  Arlington,  Va. 

Lewis  retired  in  197 1  after  a  48-year 
career  in  journalism  that  included  27 
years  with  the  Daily  News  Washing¬ 
ton  bureau.  He  was  chief  correspon¬ 
dent  for  ten  years  and  wrote  a  syndi¬ 
cated  Washington  column. 

He  started  on  New  England  news¬ 
papers  after  graduation  from  Bow- 
doin  College  and  then  joined  the 
United  Press  in  1926.  He  went  to 
Washington  for  the  Daily  News  in 
1944. 
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Ever  thought  of  what  you’d 
say  if  you  were  on  the  dais 
at  the  ANR\  Convention? 


How  would  you  use  that  important  moment? 

\bu  have  that  special  chance.  In  fact,  you  will  have  two  such  opportunities  to  tell  these  important 
people  about  your  products  or  services.  When  you  advertise  in  E&P’s  April  19  ANPA  CONVEN¬ 
TION  ISSUE,  your  ad  message  will  be  seen  by  publishers  and  other  newspaper  execs  from  all  over 
the  country  who  are  attending  the  ANPA  Convention  in  San  Francisco.  E&P  will  distribute  its 
April  19  issue  at  the  convention. 


And  you  will  have  another  opportunity  at  post-convention  time.  When  you  advertise  in  E&P’s 
April  26  ANPA  POST-CONVENTION  ISSUE  you  will  be  part  of  the  follow  up  on  the  events  and 
happenings  of  convention  week.  This  issue  is  a  record  of  activities  for  the  conventioneer  and  for 
those  who  couldn’t  get  to  the  convention. 


Call  us  and  reserve  the  space  to  communicate  with  these  important  persons.  Call  your  E&P  repre¬ 
sentative  or  Don  Parvin,  Ad  Manager,  at  212  675-4380.  Call  us  today! 


April  19  issue  closes  April  4 
April  26  issue  closes  April  16 


New  York 

Chicago 

Los  Angeles 

San  Francisco 

Toronto 

11  West  191h  Street 

303  East  Ohio  Street 

Suite  500,  3700  Wilshire  Boulevard 

Suite  505,  433  California  Street 

148  King  Road  E. 

New  York,  NY  10011 

Chicago,  IL  6061 1 

Los  Angeles,  CA  90010 

San  Francisco,  CA  94104 

King,  Ontario  LOG  1 KO 

(212)675-4380 

(312)645-0123 

(213)  382-6346 

(415)  421-7950 

(416)  833-6200 
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Back  on  track 

Fort  Lauderdale  newspapers’  flexography  project,  initially  plagued 
by  mechanical  and  organizational  problems,  has  vastly  improved 


By  George  Garneau 

The  Fort  Lauderdale  (Fla.)  News 
and  Sun-Sentinel's,  flexography  pro¬ 
ject,  initially  plagued  by  the  mecha¬ 
nical  and  organizational  problems, 
has  vastly  improved  in  recent 
months,  its  boss  said. 

Jim  Robinson,  vice  president  in 
charge  of  production,  said  that  both 
print  quality  and  productivity  were 
far  better  on  the  four-unit  flexo  press 
built  by  Windmoeller  &  Hoelscher 
Corp.  and  Publishers  Equipment 
Corp. 

“We  have  improved  not  only  our 
up  time,  but  quality  is  100%  better,” 
Robinson  told  E&P.  He  said  that  on  a 
scale  of  10,  the  flexo  operation  rated 
8.5,  compared  with  a  rating  of  4  last 
October. 

Last  fall,  Robinson  told  the  Inter¬ 
national  Newspaper  Conversions 
Group  in  Kansas  City,  Mo.,  (E&P, 
Nov.  2)  of  the  problems  printing 
advance  sections  on  the  flexo  press. 

“I’m  having  trouble  keeping  the 
press  running,”  Robinson  said  in  a 
frank,  but  generally  disparaging,  pre¬ 
sentation. 


“IVe  have  improved 
not  only  our  up  time,  but 
quality  is  100%  better,” 
Robinson  told  E&P. 


At  the  time  mechanical  problems 
with  clutches,  couplings,  tensions 
and  folder  gain  were  causing  frequent 
web  breaks  and  prolonged  down  time. 

Since  then,  overload  clutches  were 
redesigned,  web  tension  was  reduced 
and  RTPs  and  drive-shaft  couplings 
were  rebuilt,  Robinson  said.  Stopping 
time  was  slowed  to  15  seconds  from 
10. 

Robinson’s  tune  has  changed  since 
then,  however. 

“As  far  as  up  time  and  runability  of 
the  equipment,  we’re  very  satisfied 
with  the  runability  and  productivity 
rise,”  Robinson  said.  “We  are  pro¬ 
ducing  color  here,  consistently,  that 
would  stand  up  to  good  offset.” 

A  press  run  of  330,000  copies  that 


used  to  take  two  eight-hour  shifts  or 
longer,  is  now  accomplished  in  one, 
Robinson  said. 

Part  of  the  problem  stemmed  from 
the  nature  of  the  press.  It  is  a  pro¬ 
totype  design  and  problems  should 
have  been  expected,  said  Robinson, 
who  walked  into  the  project  about  a 
month  after  the  press  started. 

New  W&H  flexo  units  were  slipped 
into  a  letterpress  once  used  by  the 
Chicago  Tribune.  Reels,  tensions  and 
pasters  were  remanufactured,  and  a 
new  drive  system  was  installed.  It 
started  production  last  June. 

Continuing  problems  with  plate 
plugging  are  being  experienced  at 
other  newspaper  flexo  test  sites. 

Flexography,  a  printing  process 
long  used  in  packaging,  employs 
water-based  inks  instead  of  oil-based 
inks  and  direct  printing  with  a  cush¬ 
ioned  relief  plate.  It  produces  bright 
colors  and  inks  do  not  rub  off.  It  does 
not  produce  the  sharp  detail  possible 
with  offset. 

With  the  improvements  to  the  flexo 
press,  its  workload  has  doubled, 
Robinson  said.  In  addition  to  about 
330,000  copies  each  of  travel  and 
lifestyle  sections,  printed  in  advance, 
an  extra  500,00  copies  of  zoned- 
tabloid  sections  and  total  market- 
coverage  publications  have  been 
added.  The  workload  has  increased 
from  two  shifts  a  week  to  five  shifts, 
and  another  is  being  considered, 
Robinson  said. 

“We  are  trying  to  get  as  many  prod¬ 
ucts  on  the  flexo  as  we  can  to  get  more 
information  on  plate  life,  durability” 
and  other  factors,  Robinson  said. 

Robinson  said  the  flexo  operation  is 
better  organized  and  more  refined 
now  than  before.  A  computer  in  the 
accounting  department  is  performing 
weekly  and  monthly  analyses  of  flexo 
operations  such  as  tracking  the  dura¬ 
bility  of  doctor  blades,  anilox  rolls, 
power  usage,  ink  usage  and  other  fac¬ 
tors.  Also,  flexo  products  are  being 
rated  against  offset  products  in  terms 
of  quality  and  cost. 

Other  improvements  resulted  from 
better  scanning  and  platemaking 
operations,  Robinson  said.  The  news¬ 
papers  are  using  72-line  screens  for 
black-and-white  pictures  and  85-lines 


for  color. 

An  Autokon  laser  camera  has  made 
“a  tremendous  difference,”  Robin¬ 
son  said.  He  called  black-and-white 
photos,  200%  better. 

On  a  Crosfield  scanner,  procedures 
such  as  adding  black  to  process  colors 
have  produced  color  printing  that 
“comes  awfully  close  to  good 
offset,”  Robinson  said. 

Robinson  said  total  paper  waste 
was  0.7%  on  flexo. 

Andrew  Schipke,  marketing  direc¬ 
tor  for  W&H,  pointed  out  one  test  of 
about  175,0()0  newspapers  that 
showed  flexo  to  be  slightly  slower 
than  offset,  but  better  in  terms  of 
printed  waste,  with  789  spoils  (0.45%) 
compared  with  4,817  (2.75%)  on  an 
offset  press. 


Andrew  Schipke, 
marketing  director  for 
W&H,  pointed  out  one 
test . . .  that  showed 
flexo  to  be  slightly 
slower  than  offset,  but 
better  in  terms  of 
printed  waste . . . 


Plate  plugging — in  which  the  space 
between  dots  on  a  printing  plate  fills 
with  carbon  black  from  ink  —  is  still  a 
problem  at  Fort  Lauderdale,  as  it  is  at 
most  flexo  newspaper  sites,  but  it  has 
improved.  Where  plugging  was 
noticeable  after  30,000  impressions 
before,  it  does  not  become  a  distrac¬ 
tion  before  70,000  impressions  now, 
Robinson  said. 

Robinson  said  there  was  still  “a 
way  to  go”  before  the  correct  black 
ink  was  discovered  for  flexo.  Colored 
inks  do  not  plug. 

Robinson  said  his  first  wish  for 
flexo  would  be  to  have  better  plates 
and  more  suppliers. 

Other  questions  seeking  answers  in 
newspaper  flexography  involve  the 
life  expectancy  of  anilox  rolls,  whose 
tiny  cells  move  ink  from  a  pan  to  a 
printing  plate,  and  doctor  blades, 
which  scrape  excess  ink  from  the  ani- 
(Continued  on  p.age  32) 
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Off  to  a  good  start 

Wash.  Post  uses  flexo  press  for  daily  production;  gets  good  productivity 


By  George  Garneau 

The  Washington  Post  has  taken  its 
flexographic  newspaper  press  into 
daily  production  and  is  getting  good 
productivity,  a  Post  executive  said. 

Robert  Bowes,  production  director 
at  the  Post,  said  the  eight  units  and 
three  half-decks  of  retrofitted  Goss 
flexo  equipment  have  taken  over 
printing  of  about  75,000  copies  a  day 
of  the  Post  and  about  130,000  copies 
Sunday.  Editions  have  run  between 
76  and  112  pages. 

“Throughput  rates  since  we  went 
to  night  operations  have  been  higher 
than  offset  and  letterpress,  with  less 
web  breaks  and  good  first  copies  after 
startup,”  Bowes  said. 

The  flexo  operation  at  the  Post  is 
the  nation’s  biggest  and  most  com¬ 
prehensive  test  of  flexography  for 
printing  large  metropolitan  newspa¬ 
pers.  The  move  to  daily  production 
makes  it  the  first  full  flexo  press  to 
print  on  daily  deadlines  at  a  major 
metropolitan  paper. 

It  also  reflects  increased  confi¬ 
dence  in  the  reliability  and  productiv¬ 
ity  of  newspaper  flexo  and  is  the  next 
step  in  what  promises  to  be  the  most 
exhausting  comparison  of  the  process 
against  offset  and  letterpress,  the  two 
most  widespread  newspaper  printing 
techniques. 

Before  starting  daily  production  in 
late  February,  the  flexo  press  had 
been  used  only  to  print  advance  runs. 

The  Post’s  installation  in  Novem¬ 
ber  of  a  new  platemaker,  capable  of 
speeds  up  to  80  plates  an  hour,  has 
enabled  it  to  go  into  daily  production. 

Copies  of  the  Post  printed  on  flexo 
are  not  marked  as  such,  like  some 
flexo  test  sites,  Bowes  said. 

As  offset  has  supplanted  letterpress 
as  the  predominant  newspaper  print¬ 
ing  process  because  of  offset’s  supe¬ 
rior  reproduction,  debate  continues 
over  whether  offset  or  flexo  will 
replace  several  thousand  operational 
letterpress  units  at  newspapers. 

At  the  recent  America  East  news¬ 
paper  operations  conference  in  Her- 
shey.  Pa.,  Bowes  and  Boykin  Wright, 
vice  president  of  operations  at  the 
Knight-Ridder-owned  Miami  Herald, 
a  smaller  flexo  test  site,  turned  the 
discussion  of  keyless  inking  into  a 
flexo  session. 


Flexo  employs  water-based  inks, 
an  dnilox  roll  for  inking,  and  a  cush¬ 
ioned  relief  plate.  Because  flexo  uses 
water-based  instead  of  oil-based  inks, 
there  is  no  ink  ruboff  and  less  show 
through  from  page  to  page,  so  thinner 
weight  paper  can  be  used,  a  prospect 


The  flexo  operation  at 
the  Post  is  the  nation’s 
biggest  and  most 
comprehensive  test  of 
fiexography  for  printing 
iarge  metropoiitan 
newspapers. 


that  could  substantially  reduce  the 
cost  of  producing  newspapers. 

Because  flexo  uses  no  ink  pumps  or 
form  rollers,  unlike  offset  and  letter¬ 


press,  flexo  presses  need  no  ink  con¬ 
trols  and  do  not  mist  the  air  with  ink. 
No  ink  adjustment  means  drastically 
reduced  paper  waste. 

Though  water-based  inks  print 
brighter  colors,  flexo,  because  of  its 
polymer  relief  plate,  cannot  produce 
the  sharpness  and  detail  of  the  best 
offset  printing. 

Several  problems  have  hampered 
flexo  in  newspapers;  the  biggest, 
newspaper  executives  say,  is  plate 
plugging,  or  the  accumulation  of  car¬ 
bon  black  and  paper  fibers  in  the 
minute  spaces  between  the  tiny  dots 
on  printing  plates.  Plugging  causes 
unwanted  blotches  of  black  ink. 

Though  plate  plugging  is  thought 
mainly  to  involve  the  compatibility 
between  plates  and  inks,  the  Post  has 
found  a  “definite  relationship” 
between  plate  plugging  and  different 
newsprints,  Bowes  said.  It  has 
experimented  with  papers  having 
reduced  alum  and  acidity  levels  and 
(Continued  on  page  32) 
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Tally  back 


(Continued  from  page  II) 


His  first  job  at  the  Arizona 
Republic  was  editor  of  the  editorial 
pages.  He  became  editor  in  1979. 

According  to  a  Phoenix  Newspa¬ 
pers  spokesman,  Murphy  is  regarded 
as  politically  conservative  and  a  firm 
believer  in  the  highest  ethical  stan¬ 
dards  in  journalism. 

The  new  publisher  should  not  have 
to  worry  about  restoring  the  reputa¬ 
tion  of  the  Arizona  newspapers,  how¬ 
ever,  as  an  independent  public  opin¬ 
ion  poll  showed,  Tully’s  resignation 
produced  little  negative  opinion  of  the 
two  newspapers. 

The  Behavior  Research  Center  in 
Phoenix,  which  conducted  the  survey 
in  early  January,  reported  eight  out  of 
ten  Maricopa  County  residents  said 
the  scandal  had  no  impact  on  their 
opinion  of  the  newspapers,  but  opin¬ 
ion  was  “highly  divided”  on  whether 
County  Attorney  Tom  Collins  acted 
properly  in  using  his  office  to  investi¬ 
gate  Tully.  It  was  Collins  who  called  a 
press  conference  to  reveal  publicly 
that  Tully  had  lied  about  his  military 
history. 

Collins  was  assailed  by  some  who 
accused  him  of  misusing  his  office  to 
investigate  Tully,  allegedly  in  a  per¬ 
sonal  vendetta  against  the  publisher. 
BRC  said  nearly  half  of  the  420  per¬ 
sons  interviewed  believed  Collins 
used  his  office  improperly,  and  six  out 
of  ten  older  voters  disapproved  of  the 
official's  actions. 

Two-thirds  of  the  respondents,  par¬ 
ticularly  older  citizens,  said  future 
probes  of  private  citizens  by  Collins 
would  be  improper,  the  Center  dis¬ 
closed. 

With  regard  to  Tully,  one  question 
was:  “Did  the  resignation  of  Mr. 
Tully  make  you  feel  more  positive 
toward  the  Arizona  Republic  and 
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Phoenix  Gazette,  more  negative 
toward  them,  or  did  it  have  no  impact 
on  your  opinion  of  these  newspap¬ 
ers?” 

In  response  to  that  question,  8% 
said  “more  positive,”  14%  said 
“more  negative”  and  78%  said  it  had 
“no  impact”  on  how  they  felt  about 
the  papers. 

In  response  to  whether  they  knew 
about  the  resignation  before  the  poll¬ 
ster  mentioned  it,  82%  said  they  were 
aware  of  it  and  18%  said  they  were 
not. 

As  to  Collins,  one  question  asked: 
“Do  you  think  Tom  Collins  acted 
properly  or  improperly  in  using  his 
office  and  public  funds  to  conduct  an 
invstigation  into  the  background  of 
newspaper  publisher  Duke  Tully?” 

Forty-nine  percent  of  the  respon¬ 
dents  replied  “properly”  and  45% 
said  “improperly.”  Six  percent  of  the 
respondents  were  not  sure. 

BRC  said  the  survey  was  part  of  its 
Rocky  Mountain  poll  and  was  spon¬ 
sored  by  the  Center.  The  firm 
described  its  polling  as  “independent 
and  non-partisan.” 

The  Republic  and  Gazette  pub¬ 
lished  the  results  of  the  study,  which 
Don  Hogan,  one  of  the  paper’s  for¬ 
mer  acting  publishers  in  the  interim, 
said  confirmed  those  of  an  unpub¬ 
lished  poll  taken  by  Phoenix  news¬ 
papers. 

Kup  ends  his 
tv  talk  show 

Irv  Kupcinet,  who  estimated  he’s 
interviewed  6,500  politicians,  celebri¬ 
ties  and  others  in  27  years  on  his  late 
night  tv  talk  show,  has  turned  the 
program  off. 

Heeding  the  advice  of  his  doctors 
and  his  wife,  the  73-year-old  journal¬ 
ist  and  broadcasting  pioneer  recently 
made  his  last  regularly  scheduled 
appearance  on  public  television  sta¬ 
tion  WTTW  in  Chicago. 

Kupcinet  will  continue  making  reg¬ 
ular  appearances  as  a  gossip  reporter 
on  WBBM-tv,  and  his  nationally  syn¬ 
dicated  Kup’s  Column  will  continue 
running  six  days  a  week. 

He  said  he  will  do  occasional  spe¬ 
cials,  and  that  “Kup’s  Show”  is  not 
gone  forever 
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Paper  will 
redesign 


The  Scottsdale  (Ariz.)  Progress 
has  commissioned  Edmund  Arnold  to 
redesign  its  paper  to  mark  its  25th 
anniversary  Feb.  16. 


Good  start 

(Continued  from  page  31) 


has  found  Quebecor  North  Shore  No.  3 
machine  works  well. 

Bowes  also  mentioned  a  less  famil¬ 
iar  flexo  problem,  wearing  out  the 
cushions  beneath  the  plates.  Resilient 
cushions  are  supposed  to  press  raised 
printing  areas  of  the  plate  against  the 
paper  with  a  light  “kiss”  impression. 
But  the  cushions  lose  their  bounce 
after  extended  use,  and  that  could 
contribute  to  plugging,  Bowes  said. 

The  Post  also  reported  using  a  new 
bulk-ink-handling  system.  It  replaces 
individual  tanks  for  each  printing 
unit.  Controlling  ink  strength  and  vis¬ 
cosity  of  ink  is  a  major  factor  in  flexo¬ 
graphy. 


Back  on  track 

(Continued  from  page  30) 


Asked  who  was  responsible  for  ini¬ 
tial  problems  with  the  flexo  press, 
Robinson  said  it  was  shared. 

“Some  things  fell  through  the 
cracks  on  management’s  side  and  on 
the  vendors’  side.  Nobody  is  to  blame 
and  everybody  is  to  blame.” 

The  Fort  Lauderdale  flexo  project 
“has  come  a  hell  of  a  long  way  in  the 
last  five  months,”  Robinson  said.  But 
still  there  has  been  no  decision,  on 
which  printing  process,  flexo  or 
offset,  to  pick  for  a  new  production 
plant  in  the  planning.  A  decision  is 
expected  this  year,  he  said. 

Asked  about  the  future  of  flexo  in 
newspapers,  Robinson  said  it  may  not 
be  for  everyone,  but  it  will  give 
publishers  a  second  choice. 

Ind.  dally  adds 
Sunday  edition 

The  Elkhart  (Ind.)  Truth  recently 
added  to  its  six-day  delivery  schedule 
and  began  publishing  a  Sunday  edi¬ 
tion,  after  the  results  of  a  reader 
survey  showed  overwhelmingly 
favorable  response  to  the  idea. 

The  focus  of  the  Sunday  edition  is 
the  newspaper’s  traditional  coverage 
of  local  news,  as  well  as  a  full  range  of 
feature  material,  USA  Weekend,  and 
a  color  comics  section.  The  new  edi¬ 
tion  also  includes  heavy  sports  and 
additional  business  coverage. 
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Shop  Talk 

(Continued  from  page  48) 

faults  of  performance  and  the  outside 
influences  on  us. 

And  this  is  where  I  begin  to  have 
trouble  with  Gallup’s  findings. 

Gallup  asked  “how  much  do  you 
think  you  can  believe”  the  Wall 
Street  Journal,  the  tv  news  networks 
by  name.  Time  and  Newsweek,  the 
AP,  “large  nationally  influential 
newspapers  —  such  as  the  New  York 
Times,  Washington  Post  and  Los 
Angeles  Times,"  “the  daily  newspa¬ 
per  you  are  most  familiar  with,” 
Rolling  Stone,  the  National  Enquirer 
and  eight  other  specific  organizations 
or  news  programs? 

All  the  established  news  organiza¬ 
tions  and  daily  newspapers  came  out 
with  flying  colors.  Between  73%  and 
87%  of  respondents  rated  them  as 
either  “believable”  or  highly  believ¬ 
able.” 


Another  problem  I 
have  is  this:  What  does 
believability  mean?  The 
question  was  not 
defined  for  the 
respondents. 


Rolling  Stone,  on  the  other  hand, 
came  out  with  only  28%  “believable” 
or  “highly  believable.”  And  the 
National  Enquirer  came  out  with  only 
14%  “believable”  or  “highly  believ¬ 
able.” 

Now  I  ask  you  this:  How  many  of 
the  respondents  do  you  think  actually 
read  the  Wall  Street  Journal,  the  New 
York  Times,  Time  and  Newsweek, 
the  National  Enquirer  and  Rolling 
Stone  —  or  watch  such  programs  as 
the  McNeil-Lehrer  News  Hour?  That 
program  got  a  believability  rating  of 
83%. 

Most  of  the  responses,  it  seems  to 
me,  had  to  be  impressions  —  what 
people  had  heard  or  understood  about 
these  publications  or  programs  and  I 
wonder  about  the  real  value  of 
impressions  in  trying  to  assess  the 
credibility  of  the  media. 

I  also  have  to  wonder  how  73%  to 
87%  of  people  find  most  news  organi¬ 
zations  believable,  while  only  55%  of 
the  same  people  say  news  organiza¬ 
tions  generally  get  their  facts  straight. 

The  believability  results  showed  up 
early  in  the  Times  Mirror  series  of 
newspaper  and  magazine  ads.  One  is 
headed  “Who’s  more  believable?” 
and  it  shows  Dan  Rather  with  an  81% 
believability  rating  and  Ronald  Rea¬ 


gan  with  only  67%. 

The  research  report  points  out  that 
the  comparison  is  not  entirely  valid. 
Rather  is  a  newsman  and  Reagan  is  a 
politician,  the  report  observes,  and 
therefore  “to  compare  either  the 
credibility  or  the  favorability  of  a  par¬ 
tisan  president  to  a  non-partisan 
president  to  a  non-partisan  news 
industry  is  to  disadvantage  the  presi¬ 
dent.”  The  ad  proclaims  the  differ¬ 
ence,  nonetheless. 

Another  problem  I  have  is  this: 
What  does  believability  mean?  The 
question  was  not  defined  for  the 
respondents. 

Does  it  mean  accurate?  Apparently 
not.  Does  it  mean  complete?  True? 
Honest?  Worthy  of  trust  and  confi¬ 
dence?  We  don’t  really  know  what 
was  in  the  minds  of  the  respondents. 

Gallup  equates  believability  with 
credibility,  and  is  thus  enabled  to  say 
that  “if  credibility  is  defined  as 
believability,  then  credibility  is,  in 
fact,  one  of  the  media’s  strongest 
suits.” 

I  asked  Professor  MichaelJ.  Robin¬ 
son  of  George  Washington  Universi¬ 
ty,  who  coordinated  the  Gallup  study 
and  wrote  the  report,  if  indeed  he  did 
equate  credibility  with  believability. 
He  said  yes,  they  were  pretty  much 
the  same  thing. 

But  if  so,  what  about  the  public’s 
concern  with  bias,  invasion  of  pri¬ 
vacy,  covering  up  mistakes,  paying 
too  much  attention  to  bad  news,  and 
so  forth? 

Robinson  put  it  this  way  in  discuss¬ 
ing  the  Gallup  report  vs. the  ASNE 
report: 

“They  (ASNE)  played  it  differently 
from  the  way  we  played  it.”  He  said 
there  was  a  “different  spin.” 

And  he  blamed  the  news  media 
themselves  with  applying  that  —  fea¬ 
turing  the  upfront  material  in  each 
report  without  presenting  a  balanced 
view  of  the  content  in  each. 


Yes,  the  public  may 
have  warm  feelings 
toward  the 

media. . . .  But  there  are 
obviously  many  things 
wrong  —  things  we  can 
fix. 


He  has  a  point,  but  the  reports 
themselves  took  a  “different  spin.” 
And  it  seems  to  me  there  is  danger  in 
the  “no  crisis”  spin  taken  by  Gallup 
and  Times  Mirror. 

(Actually,  no  one,  to  my  knowl¬ 
edge,  ever  said  there  was  a  “credibil¬ 
ity  crisis.”  So  to  some  extent,  Gallup 


and  Times  Mirror  have  set  up  and 
demolished  a  straw  man.) 

The  danger  is  that  journalism  will 
now  tend  to  dismiss  its  credibility 
shortcomings  and  feel  a  sense  of 
relief. 

Editor  &  Publisher  magazine,  for 
example,  carried  an  editorial  last  fall 
bemoaning  “puzzling  inconsisten¬ 
cies”  in  credibility  surveys.  But  now, 
with  the  Gallup  study,  an  editorial  in 
E&P  was  headlined:  “No  credibility 
crisis.” 

Professor  Robinson  said  the  Gallup 
study  originated  with  Times  Mirror’s 
desire  for  an  advertising  campaign  on 
a  public  issue  that  would  stimulate  a 
dialogue. 


Progress  in  any  field 
comes  from  confronting 
problems  when  they 
occur.  I  hope  we  are 
willing  to  acknowledge 
our  problems  and  go  to 
work  on  them. 


So  in  view  of  surveys  over  the  years 
indicating  a  credibility  problem,  and 
especially  because  the  press  itself 
seemed  to  feel  it  a  major  problem,  the 
new  investigation  was  undertaken. 

ASNE  had  taken  note  of  the  same 
earlier  surveys.  For  example,  a  Gal¬ 
lup  Poll  in  1983  showed  that  only  38% 
of  the  public  had  “a  great  deal”  or 
“quite  a  lot”  of  confidence  in  news¬ 
papers.  This  was  down  from  51%  in 
1979. 

A  Harris  survey  in  1983  showed 
that  only  19%  of  Americans  had  a 
great  deal  of  confidence  in  the  people 
in  charge  of  the  press.  This  was  up 
from  14%  the  year  before  but  down 
from  28%  in  1966. 

So  ASNE  set  up  in  1984,  under 
President  Dick  Smyser,  its  first  credi¬ 
bility  committee.  Its  chairman  was, 
and  still  is,  Dave  Lawrence, 
publisher  of  the  Detroit  Free  Press. 

The  committee’s  first  major  project 
was  a  thorough  credibility  study.  The 
report  was  delivered  to  the  ASNE 
convention  last  April. 

This  year’s  ASNE  credibility  com- 
mittee  is  hard  at  work  on  a 
handbook  —  ways  to  improve 
credibility  —  that  will  be  made  avail¬ 
able  at  this  year’s  convention  in 
Washington  in  April.  The  committee 
is  working  on  a  videotape  on  the  same 
subject,  and  there  will  be  workshop 
sessions  on  how  to  improve  credibil¬ 
ity  at  the  convention. 

You  would  have  to  assume,  then, 
that  the  ASNE  leadership,  at  least, 
remains  concerned  about  credibility 
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as  a  problem.  You  would  be  right. 

If  there  are  problems  about  fairness 
in  the  media  —  favoring  one  side  in 
news  stories  more  than  another;  lack 
of  independence;  not  separating  fact 
from  opinion  in  the  news,  I  believe 
these  things  need  our  attention. 

The  public  does  have  a  large  reser¬ 
voir  of  favorable  feelings  toward  the 
media,  for  which  we  can  be  thankful, 
and  this  turned  up  in  both  surveys. 

Gallup  also  found  a  strong  public 
feeling  that  the  press  is  valuable 
because  it  keeps  political  leaders  from 
doing  things  that  should  not  be  done. 

The  report  says  that  the  public 
maintains  “a  favorable  disposition 
toward  the  press  despite  serious  crit¬ 
icisms  of  press  practices,  in  part 
because  it  appreciates  the  press’ 
watchdog  role  and  because  it  values 
and  enjoys  the  news.” 

The  report  winds  up  its  major  con¬ 
clusions  this  way: 

“To  the  degree  that  the  press  has  a 
credibility  problem,  it  is  because  its 
critics  are  more  vocal,  intense  and 
involved  with  press  issues  than  are  its 
supporters.  .  . 

“We  do  not  see  a  crisis.  We  do  see 
an  issue  that  needs  continuing  atten¬ 
tion.” 

To  that,  the  ASNE  study  —  and 
the  ASNE  now  —  say  amen. 

When  we  talk  about  credibility,  it 
seems  clear  to  me,  we  are  talking 
about  the  faith  and  trust  that  people 
can  put  in  us. 

Yes,  the  public  may  have  warm 
feelings  toward  the  media.  They  may 
find  us  “believable”  and  generally 
have  favorable  opinions  of  us.  But 
there  are  obviously  many  things 
wrong  —  things  we  can  fix. 

We  can  conduct  accuracy  surveys. 
We  can  have  programs  to  develop 
closer  contact  with  our  readers.  We 
can  take  greater  pains  to  explain 
ourselves  to  the  public  and  let  them 
share  some  of  our  problems. 

There  are  many,  many  ways  in 
which  the  media  can  improve  their 
credibility.  1  won’t  go  into  them  here. 
They  will  be  highlighted  at  the  ASNE 
convention  and  elsewhere. 

Much  of  this,  of  course,  is  simply 
the  practice  of  good  journalism.  But 
there  is  more  —  and  awareness  of  our 
problems  and  the  willingness  to  rec¬ 
ognize  and  to  attack  them. 

Progress  in  any  field  comes  from 
confronting  problems  when  they 
occur.  I  hope  we  are  willing  to 
acknowledge  our  problems  and  go  to 
work  on  them. 

If  we  look  at  ourselves  with  realism 
as  well  as  optimism,  we  shall  certainly 
improve  the  performance,  standards 
and  quality  of  our  newspapers  and 
win  new  confidence  and  credibility 
from  our  readers. 


Cigarette  ads 

(Continued  from  page  14) 


AAF  said,  “Since  tobacco  advertis¬ 
ers  are  the  only  business  group  that 
would  lose  the  ability  to  deduct  adver- 
tising  expenses,  this  legislation 
impinges  on  their  First  Amendment 
rights  to  advertise  their  products  in  a 
truthful  manner.  The  Supreme  Court 
has  struck  down  such  discriminatory 
tax  policy  in  the  past. 

“While  this  legislation  is  nominally 
considered  a  ‘revenue  bill,’  it  is  clear 
that  its  purpose  is  to  impose  disincen¬ 
tives  for  tobacco  advertising.  In  fact, 
one  of  its  sponsors  has  stated  his 
intention  is  to  ‘decrease  or  end 
tobacco  product  advertising.’  The 
AAF  has  always  taken  the  position 
that  it  is  inappropriate  and  counter¬ 
productive  to  attempt  to  ban  truthful 
advertising  for  legal  products.  Such 
proposals  ignore  recent  experience  of 
other  countries  that  shows  that  adver¬ 
tising  bans  do  not  reduce  the  con¬ 
sumption  of  tobacco  products,”  the 
statement  continued. 

The  AAF  further  argued  that 
Supreme  Court  rulings  have  held 
truthful  advertising  for  legal  products 
is  protected  under  the  free  speech 
provision  of  the  First  Amendment, 
and  that  the  bills  would  be  “counter 
to  current  government  law  and  pol¬ 
icy,”  which  requires  the  Surgeon 
General’s  warnings  —  warnings  that 
would  be  taken  away  if  tobacco 
advertising  were  discontinued. 

In  addition,  the  AAF  is  concerned 
that  such  legislation  would  set  a  preci- 


dent  discouraging  the  advertising  of 
other  lawful  products.  As  examples, 
the  AAF  pointed  to  recently  intro¬ 
duced  bills  that  would  ban  tax  deduc¬ 
tions  for  alcohol  beverage  advertising 
and  the  promotion  and  advertising  of 
military  equipment. 

To  keep  an  eye  on  future  legislative 
actions  that  might  threaten  advertis¬ 
ing,  the  State  Legislative  Alert  and 
Action  Coalition  was  formed  by  the 
AAF,  the  American  Association  of 
Advertising  Agencies  and  the  Associ¬ 
ation  of  National  Advertisers.  The 
coalition  will  rely  on  regional  adver¬ 
tising  organizations  to  watch  legisla¬ 
tive  developments  in  their  areas. 
According  to  published  reports,  the 
AAF  will  conduct  training  sessions  in 
lobbying  for  club  officers  at  its  June 
convention. 

The  estimated  advertising  expendi¬ 
tures  in  1984  for  all  tobacco  products 
in  newspapers  was  $236.4  million, 
according  to  figures  from  the  News¬ 
paper  Advertising  Bureau.  Total 
tobacco  advertising  expenditures  that 
year  were  $869.6  million,  with  news¬ 
papers  making  up  27.18%  of  total 
tobacco  advertising. 

Price  hike 

Connecticut  newspapers  the  Jour¬ 
nal-Courier,  a  morning  paper,  and  the 
New  Haven  Register,  afternoon  and 
Sunday,  have  raised  home  delivery 
prices  to  250  per  copy,  with  home 
delivery  of  the  Sunday  Register 
increasing  to  950. 

There  will  be  no  change  in  the  retail 
outlet  and  vending  machine  prices  of 
250  for  the  daily  and  $  1  for  the  Sunday 
newspapers.. 
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Jerry  Marcus:  many  media  connections 

The  Connecticut  resident  does  the  ‘Trudy'  comic  panei,  magazine 
cartoons,  motion  picture  roies,  and  teievision  commerciais 


By  David  Astor 

A  few  cartoonists  have  contact 
with  the  world  of  live-action  enter¬ 
tainment  if  their  comics  get  developed 
into  television  shows  or  films. 
“Trudy”  creator  Jerry  Marcus  has 
contact  with  this  world  in  a  different 
way  —  he  acts. 

Since  I960,  Marcus  has  had  small 
roles  in  eight  movies.  His  first  one 
was  Exodus,  in  which  he  played  a 
British  soldier.  The  cartoonist  also 
appeared  in  Hail!  as  a  presidential 
aide  handcuffed  to  a  briefcase  and 
Loving  with  George  Segal  and  Eva 
Marie  Saint. 

And  the  Screen  Actors  Guild  mem¬ 
ber  has  acted  in  over  a  dozen  televi¬ 
sion  commercials  since  1970  — 
including  spots  for  Timex,  MacDon¬ 
ald’s,  Alka-Seltzer,  and  Wheat  Chex. 
Marcus  reported  that  he  was  intro¬ 
duced  to  tv  ad  work  by  director-pro¬ 
ducer  Fred  Levinson,  a  former  car¬ 
toonist. 

Marcus  said  he  enjoys  acting 
immensely.  For  one  thing,  he  loves 
the  excitement  and  attention.  “Car¬ 
tooning  is  a  lonely  life  and  it’s  a  won¬ 
derful  change  to  get  away  from  the 
drawing  board  occasionally  .  .  .  ,” 
noted  Marcus. 

And  the  61-year-old  Marcus  said 
his  involvement  with  tv  and  films 
relates  to  —  and  helps  him  with  —  his 
main  profession.  “When  you  do  a 
cartoon,  you’re  a  director,  a  set 
designer  .  .  .  you’re  all  of  that,”  he 
declared. 

Marcus  has  been  doing  “Trudy” 
for  23  years  now.  The  comic  panel, 
which  stars  a  suburban  family,  is  dis¬ 
tributed  to  approximately  270  papers 
worldwide  by  King  Features  Syndi¬ 
cate. 

Before  beginning  “Trudy,”  Mar¬ 
cus  was  a  professional  magazine  car¬ 
toonist  for  over  15  years,  with  his 
drawings  —  many  of  which  featured 
family-oriented  gags  —  appearing  in 
publications  like  the  New  Yorker  and 
Saturday  Evening  Post.  Two  of  his 
Post  cartoons  were  noticed  by  former 
Presidents  Eisenhower  and  Kennedy, 
who  had  the  originals  hung  in  the 
White  House. 

Many  comic  creators  who  achieve 


“Now  we  owe  THEM  a  boring  evening.” 


success  in  newspaper  syndication 
stop  doing  magazine  gags,  but  Marcus 
is  not  one  of  them.  He  still  creates 
cartoons  for  periodicals  such  as  Play¬ 
boy,  Cosmopolitan,  Good  House¬ 
keeping,  Family  Circle,  Working 
Mother,  and  McCall’s.  The  cartoon¬ 
ist  also  does  the  weekly  “Flip”  fea¬ 
ture  for  Woman’s  World. 

That  gives  Marcus  a  regular  con¬ 
nection  with  four  kinds  of  media — tv , 
movies,  newspapers,  and  magazines. 
He  is  also  involved  with  books,  hav¬ 
ing  had  eight  or  nine  “Trudy”  and 
three  “Fatkat”  collections  published 
over  the  years.  Fatkat  is  the  funny¬ 
looking  feline  —  usually  appearing  in 
the  Sunday  “Trudy”  —  that  Marcus 
said  is  especially  popular  with  chil- 


you  get  to  pick  your  own  parents.” 

Jerry  Marcus  (left)  and  two  of  his 
'Trudy'  cartoons. 

dren.  People  of  all  ages  follow 
“Trudy,”  added  the  cartoonist, 
including  those  who  write  him  to  say 
the  characters  in  the  panel  remind 
them  of  their  own  families. 

“You  know  you  have  hit  home 
when  people  recognize  themselves  in 
your  cartoons,”  Marcus  observed. 

Marcus,  who  was  born  and  raised 
in  Brooklyn,  sold  his  first  cartoon  to  a 
bank  publication  for  students  when  he 
was  eight.  After  a  stint  in  the  service 
during  World  War  II,  he  made  his  first 
major  cartoon  sale  to  Argosy  maga¬ 
zine  in  1947.  He  continued  to  free¬ 
lance  while  attending  what  is  now  the 
School  of  Visual  Arts  in  New  York 
City. 

One  of  the  magazine  cartoonists 
that  Marcus  knew  during  the  late 
1940s  was  Mort  Walker.  When 
Walker  in  1950  was  looking  for  a  last 
name  for  the  Beetle  character  he  had 
interested  King  Features  in,  it  was 
Marcus  who  suggested  “Bailey.” 

Like  Walker,  Marcus  now  lives  in 
Connecticut,  where  he  does  much  of 
his  cartooning  in  the  evening.  “I’m  a 
night  person,”  said  Marcus.  “It’s  a 
quiet  time.” 

When  he’s  not  working,  Marcus 
enjoys  reading  books  on  subjects 
such  as  World  War  II  and  movies. 
The  cartoonist/actor,  not  surpris¬ 
ingly,  also  likes  watching  films  and 
certain  tv  programs. 
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The  kid  creation  of  'Boro'  (right)  displays  o  smile  on  the  bonks  of  the  Nile. 

Child-oriented  strip  is  introduced 


“King  Tot,”  a  comic  primarily 
aimed  at  children,  is  being  introduced 
by  Davy  Associates  (DA). 

The  strip  is  by  Phoenix  Gazette 
editorial  cartoonist  Len  “Boro”  Bor- 
ozinski,  whose  work  has  also 


appeared  in  publications  such  as  the 
New  York  Times,  Washington  Post, 
Chicago  Tribune,  Time,  and  Forbes. 

“King  Tot”  —  which  stars  “a  little 
boy-king  in  ancient  Egypt”  —  has 
been  “pretested”  by  the  Dana  Point, 


Prince  comic  begins  syndication 


“Free  Zone”  is  beginning  syndica¬ 
tion  with  Chronicle  Features.  Charter 
subscribers  include  the  Detroit  Free 


Press,  Houston  Post,  and  Philadel¬ 
phia  Daily  News. 

The  comic  panel,  which  is 
described  by  CF  as  “bizarre”  yet 
“strangely  peaceful,”  has  run  in  the 
San  Francisco  Chronicle's  Sunday 
magazine  for  over  a  year. 

“Free  Zone”  is  by  the  Berkeley, 
Calif.-based  Winthrop  Prince.  Born 
in  Rochester,  N.Y.,  in  1947,  the  car¬ 
toonist  has  been  a  cab  driver,  security 
guard,  construction  worker,  tele¬ 
phone  installer.  Good  Humor  man, 
dishwasher,  elementary  school 
teacher,  blues  band  drummer,  rock 
group  singer,  and  painter.  Prince  got 
his  first  art-related  job  as  an  illustrator 
with  the  Boston  Phoenix,  and  his 
work  has  appeared  in  other  newspa¬ 
pers  and  magazines  as  well. 


McNaught  making  an  acquisition 


McNaught  Syndicate  is  acquiring 
Suburban  Features  for  an  undisclosed 
amount  from  the  Mobile,  Ala.-based 
Berkley  Small,  a  Scripps  Howard 
company. 

McNaught  president  Tim  McAdam 
said  the  purchase  will  take  effect 
April  1 .  After  that,  added  a  McNaught 
spokesperson.  Suburban  subscribers 
will  be  offered  McNaught’s  weekly 
package  of  features. 

Suburban  had  syndicated  a  pack¬ 
age  of  nearly  20  features  to  approxi¬ 
mately  180  newspapers  (mostly 
weeklies  but  a  few  small  dailies), 
according  to  Berkley  Small  vice  presi¬ 
dent/marketing  services  Robert  A. 


Brown.  Among  the  features  were 
“Hollywood  Marquee,”  the  astro¬ 
logical  “Your  Stars  Above,”  editorial 
cartoons,  and  puzzles. 

Brown  said  a  major  reason  for  the 
sale  was  that  Berkley  Small  special¬ 
izes  in  other  areas  —  including  pre¬ 
miums  and  the  selling  of  newspaper 
supplies  —  and  it  was  thought 
McNaught  could  do  a  better  job  for 
Suburban  subscribers. 

“It’s  a  good  acquisition  for 
McNaught,”  said  McAdam,  whose 
Greenwich,  Conn. -based  syndicate 
was  founded  in  1922.  Its  most  popular 

(Continued  on  page  38) 


Calif. -based  DA.  The  syndicate  ques¬ 
tioned  201  s’chool  kids  aged  8  to  13, 
and  95%  said  the  comic  was  “very 
funny”  or  “mildly  funny”  and  94% 
said  they  would  read  it  in  their  news¬ 
paper  “a  lot”  or  “some  of  the  time.” 

The  21st  Century  Comics  group, 
which  DA  president  Jim  Davy  was 
involved  with,  recommended  last 
year  that  more  funnies  be  aimed  at 
children  and  teens  (see  E&P,  Febru¬ 
ary  16,  1985).  Other  kid-oriented 
strips  released  since  the  21st  Century 
report  have  included  “U.S.  Acres” 
by  Jim  Davis  of  United  Feature  Syndi¬ 
cate  and  “Orbit”  by  Bruce  Hammond 
of  Asterisk  Features. 


HOWTO 
CATER  TO  YOUR 
READERS. 


Carol  Cutler  is  the  chief  American 
consultant  to  Time/Life's  THE  GOOD 
COOK  series.  She's  a  former  colum¬ 
nist  for  WOMAN'S  DAY.  A  prize¬ 
winning  cookbook  author.  And  she's 
our  HOME  ENTERTAINING  COL¬ 
UMN  writer.  Her  party  ideas,  recipes 
and  catering  tips  will  give  your  read¬ 
ers  plenty  of  food  for  thought. 

Call  toll-free  800-445-4555  for  a 
free  sample  of  our  weekly  column 
with  art.  Alaska,  California,  Hawaii 
and  Canada,  call  collect  (619) 
293-1818.  Gpt  the  package  that  ties 
up  readership  and  revenues. 
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SYNDICATES 


The  United  Feature  Syndicate  characters  of  Charles  M.  Schulz's  Snoopy  and  Jim  Davis'  Garfield  watch  four  speakers: 
entertainer  Susan  Anton,  'Steve  Canyon'  creator  Milt  Caniff  of  News  America  Syndicate  and  King  Features  Syndicate, 
'Beetle  Bailey'  creator  Mort  Walker  of  King,  and  the  Amazing  Spider-Man,  who  stars  in  a  Cowles  Syndicate  strip.  They 
were  all  at  a  recent  New  York  City  reception  for  the  opening  of  'Comic  Relief,'  an  exhibit  of  the  original  strips  and  panels 
on  hunger  that  appeared  in  newspapers  last  Thanksgiving.  The  exhibit  will  travel  across  the  country  from  March  through 
May  26  to  draw  attention  to  Hands  Across  America,  the  project  raising  money  for  the  hungry  and  homeless  in  the  U.S.  that 
is  undertaking  to  link  more  than  six  million  people  in  a  human  chain  May  25  (see  E&P,  March  1).  JCPenney  is  underwriting 

the  exhibit.  (Photos  by  David  Astor.) 


(Continued  from  page  37) 

feature  is  “Heathcliff’  by  George 
Gately. 

The  McNaught/Suburban  deal  was 
the  second  industry  merger 
announced  this  month.  Earlier,  King 
Features  Syndicate  announced  it  was 
buying  Cowles  Syndicate  (see  E&P, 
March  8  and  March  15). 


Children’s  activity  feature  begins 


“Brain  Quest,”  a  children’s  activ¬ 
ity  feature  by  Richard  Comely  (and 
others)  that  is  designed  to  be  both 
educational  and  entertaining,  has 
been  introduced  by  Miller  Services. 

The  weekly  feature  has  several  sec¬ 
tions  —  including  “Fun  Quest,” 
“Sports  Quest,”  “Trivia  Quest,”  and 
“Monster  Quest”  —  as  well  as  games 
and  puzzles. 

Miller  is  based  at  45  Charles  St. 
East,  Toronto,  Ontario,  Canada  M4Y 
1S6. 

Comely  also  does  the  weekly 
“Trumpet  &  Friends  Funstuf’  kids’ 
activity  feature  with  fellow  children’s 
book  writer  Zelma  Zitzerman.  It  stars 
an  elephant  and  includes  a  continuing 
adventure  cartoon,  puzzles,  mazes, 
crosswords,  and  other  games. 
“Trumpet”  is  distributed  to  over  30 


New  job  for  Scanlan 

Arlene  Scanlan  has  been  appointed 
vice  president,  property  development 
for  United  Media. 

Scanlan  has  been  with  UM  (the 
parent  of  United  Feature  Syndicate 
and  Newspaper  Enterprise  Associa¬ 
tion)  since  1980.  Her  most  recent 
position  was  vice  president,  U.S. 
licensing. 

Omarr  on  telephone 

Astrology  columnist  Sydney 
Omarr  of  the  Los  Angeles  Times  Syn¬ 
dicate  is  now  providing  a  daily  horo¬ 
scope  service  by  telephone. 


Part  of  'Brain  Quest. 


papers  by  Canada  Wide  Feature  Ser¬ 
vice,  which  is  based  at  P.O.  Box  345, 
Station  A,  Toronto,  Ontario,  Canada 
M5W  1C2. 


NEA  writer  retiring  after  39  years 


for  12  years  and  wrote  the  syndicate’s 
first  television  column.  In  1964, 
Kleiner  was  named  senior  editor  and 
moved  to  Hollywood. 

He  has  published  over  7,000  inter¬ 
views  with  celebrities  like  Marilyn 
Monroe  and  Gary  Cooper,  and  has 
also  written  12  books. 


After  39  years  with  Newspaper 
Enterprise  Association,  Dick  Kleiner 
is  retiring  as  the  syndicate’s  Holly¬ 
wood  correspondent.  He  plans  to  do 
freelance  writing  assignments  and 
teach  journalism. 

NEA  will  continue  to  cover  the 
entertainment  world  with  two  new 
people.  Frank  Sanello  will  write 
about  Hollywood  in  a  weekly  column 
and  Debra  Katz  will  do  a  question- 
and-answer  feature  about  television, 
film,  and  celebrities  twice  a  week. 

Kleiner  began  his  career  at  NEA  in 
1947  as  a  general  assignment  reporter 
with  an  emphasis  on  the  entertain¬ 
ment  industry.  He  covered  Broadway 


94% 

LOVE 

KING 

TOT 


Show  on  Uncle  Sam 


New  comic  strip  available  daily  &  Sunday. 
Pre-tested  in  schools.  Ask  for  samples  of 
KING  TOT  and  sunrey  data. 

DAVY  ASSOCIATES  714-496-1025 
34192  Violet  Lantern,  Dana  Pt,  CA  92629 


An  exhibit  tracing  the  evolution  of 
the  Uncle  Sam  image  is  being  featured 
at  the  Museum  of  Cartoon  Art  in  Rye 
Brook,  N.Y.,  until  July  13.  There  are 
over  60  drawings  on  display. 
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Classified  Advertising 


FEATURES  AVAILABLE 

ACTION  UNES  1 

REAL  ESTATE 

MAKE  HELP-MATE  your  newspaper's] 
consumer  action  line  column. .. for  1 
results.  For  14  years,  local  impact  at 
low,  syndicated  rates.  For  details,  write 
Fanning  Features,  Box  30836,  Bethes- 
da,  MD20814orcall  (301)  530-8752. 

FREE  SIX-WEEK  SUBSCRIPTION 
Spring  special — no  obligation 
human  interest  real  estate 
800-word  weekly  Q&A 

11th  year,  leading  dailies 

Winner  8  nationaf  awards 

Box  18447,  Rochester,  NY  14620 
HOUSE  CALLS  -  (716)  473-4973 

CARTOONS 

EDITORIAL  CARTOONS  and  comment. 
Church  directory  illustrations,  horo¬ 
scope,  movie  reviews,  crossword 
puzzles,  humorous  cartoons,  other 
quality  features  for  the  weekly  editor 
(offset).  Mark  Morgan,  Inc,  PO  Box 
995,  Newnan  GA  30264;  (404) 
253-5355. 

"HOW  TO  BUY  A  HOME”-13  week 
series;  Chicago  Tribune,  Post  Dispatch, 
Baltimore  Sun.  Great  timing-low  cost. 
Hyde  Park  Media,  PO  Box  48922, 
Chicago,  IL  60648.  (312)  967-7666. 

SPORTS 

SPORTS  columns  for  your  weekly  or 
small  daily  are  now  offered  by  former 
inside  Sports  writer.  For  details  and  free 
sample,  write:  SportStyle,  101  Hurd 
Ave.,  Stratford,  CT  06497. 

HUMOR 

NEW  HUMOROUS  socio-political 
commentary.  Weekly  column.  Samples: 
Wordwright,  Box  291,  Fanwood,  NJ 
07023. 

HEALTH 

"We're  living  longer,  we're  retiring  from 
the  work  force  earlier  &  we've  more  time 
for  leisure  reading,  and  newspapers 
must  pay  more  attention  to  our  needs." 
So  writes  a  reader  to  "SENIOR  CLINIC” 
America's  only  column  by  a  specialist 
physician  who  addresses  exclusively  the 
medical  problems  of  later  life.  Now  in 
6th  year.  (Featured  weekly  since  1982 
in  Rochester  NY  Democrat  &  Chroni¬ 
cle).  Take  a  free  trial  and  let  your  read¬ 
ers  decide.  Samples,  rates.  Dr.  Macln- 
nis,  HFM  Literary  Enterprises,  PO  Box 
307,  Edmonton,  Alberta,  Canada  T5J 
2J7,  (403)  973-2361. 

MONEY 

MONEY  MATTERS;  Entertaining  invest¬ 
ment  column  for  family  newspapers. 
Informative  advice  from  a  25-year  veter¬ 
an  stockbroker  who  writes  about  real 
investment-consulting  experiences. 
Only  a  small  charge  for  600  words  on  a 
weekly  or  bi-weekly  basis.  Call  Bob 
Engel  today  for  free  samples  of  the 
feature  the  makes  investing  fun. 

(202)  861-9700  or  (703)  525-7164. 

"MORE  FOR  YOUR  MONEY"— Proven 
weekly  column  and  fillers  of  money 
saving  consumer  news.  Mike  LeFan, 
1802  S  13th,  Temple,  TX  76501. 

ENTERTAINMENT 

CELEBRITY  INTERVIEWS,  movie 
reviews,  "Around  Entertainment"  with 
photos.  Our  12th  year.  International 
Photo  News,  Box  2405,  West  Palm 
Beach  FL  33402. 

BOXING 

BOXING  -  Established  weekly  column 
of  boxing  commentary.  Well  written, 
provocative.  Excellent  offbeat  sports 
feature  about  controversial,  high  inter¬ 
est  subject  often  underestimated  by 
editors.  Will  cultivate  new  readership. 
Won't  cost  much  in  space/money  for 
trial.  Samples.  Jon  Piper,  Sports  News’ 
Service,  44  Lufkin  Point  Rd.,  Essex, 
MA  01929.  (617)  768-7165. 

MOVIE  REVIEWS 

MINI  REVIEWS  (Cartoon  illustrated). 
'Great  for  weekend  section  or  entertain¬ 
ment  pages.  Camera  ready.  Star  photos. 
Our  12th  year.  Cineman  Syndicate,  7 
Charles  Court,  Middletown  NY  10940; 
(914)  692-4572. 

ANNOUNCEMENTS 

ANNOUNCEMENTS 

BUSINESS  OPPORTUNITIES 

NEWSPAPER  BROKERS 

MONTHLY  COMMUNITY  newspaper. 
Upper  income  market  in  SanJose,  Cal. 
Circulation  40,000-direct  mail. 
Typesetting  and  production  equipment 
on  premises.  Average  billing  $18,000 
per  issue.  Good  growth  rate.  UBI  Busi¬ 
ness  Brokers,  (408)  866-6686. 

Above  Average 
PERFORMANCE 

SYD  S.  GOULD  &  COMPANY 

2111  Thomas  Drive 

Panama  City,  FL  32407 
(904)  234-1117 

Appraisers  •  BROKERS  •  Consultants 

W.  B.  GRIMES  &  CO. 

Suite  501 

4000  Albemarle  St.,  NW 
Washington,  D.C.  20016 
(202)628-1133 

Serving  Publishers  since  1959. 

Over  300  newspapers  Sold. 

NEWSPAPER  APPRAISERS 

APPRAISALS  FOR  THE  WEST 
Pacific  NW  Newspaper  Associates 
Rod  Whitesmith,  (206)  892-7196 
Box  4487,  Vancouver,  WA  98662 

!  BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  quality 
daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)733-8053  daytime; 
(813)446-0871  nights:  or  write  Box 
3364,  Clearwater  Beach  FL  33515.  No 
obligation  of  course. 

NEWSPAPER  APPRAISALS  for  estate 
planning,  tax,  partnership,  loan,  depre¬ 
ciation,  insurance,  corporate  and 
personal  worth.  Sensible  fees. 
Brochure.  Krehbiel-Bolitho,  Inc., 
Robert  N.  Bolitho,  4210  Johnson  Drive, 
Suite  lOOA,  Fairway,  KS  66205 

ANNOUNCEMENTS 


ANNOUNCEMENTS 


NEWSPAPER  BROKERS 


ANNOUNCEMENTS 


CONFIDENTIAL  PROFESSIONAL 
SERVICE.  Call  or  write  Dick  Briggs.  No 
obligation.  RICHARD  BRIGGS  OSSO- 
CIATES,  Box  8225,  Savannah,  GA 
31412  (912)  236-1596. 


Fournier  Media  Senice  Inc. 
Appraisal*Brokerage«Consulting 
John  L.  Fournier  Jr. 

PO  Box  5789,  Bend,  OR  97708 
Office  (503)  389-3277 


NEWSPAPERS  FOR  SALE 

ARIZONA  WEEKLY  community  tabloid, 
two  years  old,  circulation  25K,  sunny, 
booming  Phoenix  area.  Total  price 
$25,000.  (602)  938-2742.  PO  Box 
6034,  Glendale,  AZ  85312. 


JAMES  W.  HALL,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Media  Services,  Inc. 

408  Elm  St.  Troy,  AL  36081 

(205)  566-7198 


J.F.  HICKS  MEDIA  SERVICE 
31  N.  Wyoming,  Buffalo,  WY  82834 
Jim  Hicks  (307)  684-5750 


John  E.  van  der  Linden 
Broker-Consultant  (712)  336-2805 
Box  275,  Spirit  Lake,  lA  51360 


KREHBIEL-BOLITHO,  INC 
Brokers-Appraisers-Consultants 
Over  600  Newspaper  Sales 
ROBERT  N.  BOLITHO 
4210  Johnson  Drive,  Suite  lOOA 
Faiiway  KS  66205 
Office:  (913)  236-5400 

LEWIS  H.  LAWRENCE,  Newspaper 
Broker,  PO  Box  1015,  Fuquay-Varina, 
NC  27526  (919)  552-5178 


MEL  HODELL,  Newspaper  Broker, 
PO  Box  2277,  Montclair  CA  91763 
(714)  626-6440 


Pacific  NW  Newspaper  Associates 
Rod  Whitesmith,  (206)  892-7196 
Box  4487,  Vancouver,  WA  98662 


IOWA  DAILY,  WEEKLY,  SHOPPER 
unopposed,  5-unit  press,  over  $2 
million  gross.  Terms. 

MINNESOTA  weekly  and  shopper.  $1.1 
million  gross,  all  newspaper  revenues. 
Terms. 

MONTANA-IDAHO  AREA-weekly  and 
shopper,  gross  $275,000.  Beautiful 
city.  Terms 

NEW  YORK  WEEKLY  group,  near  NYC, 
affluent  grovrth  area,  gross  $850,000. 
Terms. 

HAWAII  FREE  WEEKLY  gross 
$600,000,  5-unit  web  press.  Develop¬ 
ing.  Negotiable  terms. 

OKLAHOMA  DAILY  unopposed,  gross 
$340,000.  Terms. 

FLORIDA  WEEKLY  GROUP,  paid  and 
free,  grossing  $2.8  million.  $2.1 
million  price,  terms. 

DAILY  UNOPPOSED,  west  Zone  5, 
gross  $1.6  million,  5,500  paid  subs, 
two  shoppers,  5-unit  Community,  color 
deck.  College  town.  Terms,  25%  down, 
10  years,  11%. 

OZARK  AREA  SHOPPER  gross 
$800,000,  expanding  rapidly.  FYofit- 
;  able.  Sell  at  gross  on  terms. 

^  IOWA  WEEKLIES  both  exclusive,  one 
county  seat,  neighbors,  gross 
$325,000  sell  at  gross  includes  2 
buildings,  $90,0(X)  value.  Terms. 

For  information  write 
ROBERT  N.  BOLITHO 
4210  Johnson  Drive,  Suite  lOOA 
Fairway,  KS  66205 


PHILLIPS  MEDIA,  INC. 
Newspaper  Brokers— Consultants 
PO  Box  607,  Berryville,  AR  72616 
RUPERT  PHILLIPS  (501)  423-6688 

Sales  -  Appraisals  -  Consultations 
ATN,  INC.  -  Bill  or  Ed  Berger 
1801  Exposition  -  Austin,  TX  78703 
_ (512)  476-3950 _ 

SHOPPER  BROKER 
John  T.  Cribb  (406)  266-4223 
CRIBB  MEDIA  SERVICE 
Box  1220,  Townsend,  MT  59644 
Specializing  in  shopper  brokerage 
Serving  all  parts  of  the  countrv 


NORTHEAST  OHIO  WEEKLIES.  Gross 
!  $300,000  plus.  V.R.  Business  Brokers 
(216)  492-6294. 


WAYNE  CHANCEY  CONSULTANTS 
PO  Box  86,  Headland  AL  36345 
(205)  693-2619 


OWN  A  PRICE  OF  PARADISE— Weekly 
newspaper  &  graphics  arts  business  in 
i  Lahaina,  Maui,  Hawaii.  Surrounded  by 
i  white  sand  beaches,  cool  green  moun- 
)  tains.  Did  $215,000  in  '85,  on  track  to 
I  $300,000  this  year.  Computerized, 
I  own  typesetting  &  pasteup.  Asking 
I  $295,000.  Serious  inquires  only,  no 
I  phone  calls.  PO  Box  1(3427,  Lahaina, 
jHI  96761. _ 

I  PRESTIGE  COMMUNITY  Bi-monthly  in 
coastal  Florida  big  growth  area.  Gross¬ 
ing  350,000  -  3  zones.  Profitable. 
$350,0(30  includes  all  equipment. 
Send  inquiries  to  Box  9846,  Editor  & 
Publisher. 


Brokers  •  Consultants  •  Appraisers 
Daily  and  Weekly  Newspapers 
JAMES  A.  MARTIN  ASSOCIATES 
Columbus  Office:  (614)  889-9747 
PO  Box  798,  Dublin  OH  43017 
SERVING  THE  USA 


NEWSPAPERS  FOR  SALE 


SEMI-WEEKLY 

Non-competitive  county  seat,  absentee 
owner,  management  available,  real 
estate  included,  $525,000  with 
$152,500  down. 

CHECK  IT  OUT 

Southern  Oregon  weekly  in  spirited 
growth  cycle.  Only  $20,000  down. 
Pacific  NW  Newspaper  Associates 
Rod  Whitesmith.  (206)  892-7196 
Box  4487,  Vancouver,  WA  98662 


TOURIST  MAGAZINE  in  Orlando,  Flor¬ 
ida.  Currently  the  leading  area  tourist 
publication.  Business  run  from  home 
and  nets  $50,000  yearly,  one  man 
operation.  Price  $115,000.  Owner  will 
help  with  transition.  Write:  8226 
Sugarbush  Court,  Orlando,  FL  32819. 
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SOUTHEASTERN  MICHIGAN  weekly 
tabloid  in  high  growth  area — projected 
1.5  billion  worth  of  new  business 
growth  in  next  five  years.  Adjudicated 
weekly  with  4  different  editions.  117 
years  old,  $500,000  gross  sales,  23K 
circulation.  Principals  only  $650,000. 
Box  9803,  Editor  &  Publisher 
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INDUSTRY  SERVICES 

EQUIPMENT  &  SUPPLIES 

EQUIPMENT  &  SUPPLIES 

NEWSPAPERS  FOR  SALE  | 

CIRCULATION  SERVICES 

COMPUTER  SOFTWARE 

CORE  STRIPPERS 

STATEWIDE  agricultural  weekly,  good 
track  record,  long  established.  South¬ 
western  U.S.  Price  reduced  to  $400K, 
owner  financing. 

GOOD  PAPER  needs  new  owner.  Health 
forces  sale.  Available  at  $80K,  with 
20%  down.  Northwest  Texas,  near 
metro  area.  We  have  others,  free  list. 
ATN,  Inc.,  Bill  or  Ed  Berger,  1801 
Exposition  Blvd.,  Austin,  TX  78703, 

(5 12)  476-3950. _ 

WESTERN  WASHINGTON  SUBURBAN 
Weekly  $300,000.  Owner  will  stay. 
WESTERN  WASHINGTON  Weekly 
$320,000.  Includes  building. 
WESTERN  WASHINGTON  Weekly 
$225,000.  Includes  building. 

EASTERN  WASHINGTON  Weekly 
$75,000.  $20,000  down. 

EASTERN  WASHINGTON  Weekly 
$30,000.  $5,000  down. 

NEVADA  RANCHING  Monthly 
$250,000.  Includes  building. 
CALIFORNIA  SHOPPER  $2.3  million. 
High  growth  area. 

NORTHWEST  SUBURBAN  Weeklies 
$4.6  million.  High  growth  and 
potential. 

EASTERN  WASHINGTON  AWARD 
WINNING  WEEKLY.. .Beautiful  setting. 
$120,000. 

NORTHWEST  COASTAL  Weekly 
$75,000.  $15,000  down. 

FOURNIER  MEDIA  SERVICE 
PO  Box  5789 
Bend,  Oregon  97708 
Phone  (503)  389-3277 

NEWSPAPERS  WANTED 

BLUE  RIBBON  BUYER  whose  present 
position  requires  that  he  remain 
anonymous  seeks  weekly  newspaper  in 
the  Southeast.  Prefers  Carolines.  You 
would  be  comfortable  selling  your  paper 
to  this  person  who  is  highly  experienced 
in  editorial,  circulation  and  ad  sales. 
Top  drawer  references.  Yearly  gross 
must  be  $250,000  or  better.  This  buyer 
pays  my  commission  and  is  ready  to 
move  now!  Contact  Dick  Briggs,  i 
Richard  Briggs  &  Associates,  Box 
8225, Savannah,  GA  31412  (912) 
236-1596. _ 

DAILY  ACQUISITIONS 
We  represent  key  individuals  and  chains 
seeking  to  acquire  dailies.  If  you're 
considering  a  sale  of  your  paper,  it  pays 
to  contact  us,  first.  W.B.  (Crimes  &  Co., 
4000  Albemarle  St,  NW,  Suite  501, 
Washington  D.C.  20016.  (202) 
628-1133. 

“Serving  Newspaper  Publishers 
Since  1959" _ I 

PRIVATE  INVESTOR 
Is  interested  in  making  investment,  in 
newspaper  property  grossing  $750,(100 
or  more,  with  or  without  shopper. 
Acquisition  or  part-ownership.  Manage¬ 
ment  to  remain  in  place  if  perferred. 
Write  to  Box  9828,  Editor  &  Publisher. 

PUBUCATIONS  WANTED 

PUBLISHER  of  newsletter-style 
specialty  publications  seeks  to  acquire 
similar  publications  with  growth  poten¬ 
tial.  Will  also  provide  venture  capital  for 
worthwhile  new  publishing  start-ups. 
Replies  confidential.  Write  Box  97/0, 


INDUSTRY 

SERVICES 

CIRCULATION  SERVICES 

DAILIES,  WEEKLIES,  NON-DAILIES. 
The  most  trusted  and  respected  circula¬ 
tion  professional  on  the  national  and 
international  level  (and  still  growing). 
KEVIN  S.  PAPPERT,  (313)  683-2963. 


CIRCULATION  DIRECTORS  and 
Publishers:  No  Newspaper  is  too  large 
or  too  small  for  our  company  to  give  your 
circulation  a  boost.  Quality  new  orders 
at  an  affordable  price.  Write  or  call; 
you’ll  be  glad  you  did!  Dan  Campbell 
and  Associates,  3468  Center  Road, 
#10B,  Brunswick,  OH  44212. 

(216)  225-7440. _ 

LEVIS  SALES  SELLS!  The  finest  quality 
new  home  delivery  customers  via  tele¬ 
phone  sales  and  boy  crews,  national 
references,  for  action  call;  (201) 
966-5250. _ 

PROFESSIONAL  OFFERS  personalized 
services  in  single  copy  sales,  carrier 
development,  boy  crew  management 
(516)  588-2735. _ 

PROFESSIONALISM  IN  TELEPHONE 
and  door-to-door  sales. 
Circulation  Development,  Inc. 
_ (314)625-2315 _ 

TELEMARKETING  SALES  &  CONSUL¬ 
TANTS  for  the  newspaper  industry. 
"Quantity  With  Quality."  Call  Teleforce 
(516)  794-1500. _ 

ENGINEERING  & 
INSTALLATIONS 

Dan-Bar  Industrial  Contractors 
We  move  and  install  new  and  used 
printing  press  equipment.  Electrical, 
Piping,  Rigging  Total  Turn  Key  Job. 
Contact  Mr.  Daniel  L.  Barratta  (305) 
293-4985. _ 

CONSULTANTS 

S&M  CANADIAN  WEB  CONSULTANTS 
LTD.  Professionals  in  Web  pressroom 
equipment  and  personnel  evaluation. 
Maintenance  and  training  program, 
installations  and  repairs.  20  years 
experience.  Phone  (705)  673-6607. 


EQUIPMENT 
&  SUPPLIES 


COLOR  SEPARATIONS 

rneATMEIT 
L.  JGCXOR 

Color  separations 


73 


NEWSPAPER  ACCOUNTING  SYSTEMS 
Sophisticated  and  powerful  financial 
accounting  systems  for  small-to- 
medium  sized  newspapers.  Includes 
advertising  accounts  receivable  with 
billing  ana  history  reporting,  accounts 
payable  and  payroll,  each  fully  inter¬ 
faced  to  general  ledger.  Turnkey  system 
includes  newspaper  accounting  soft¬ 
ware,  NCR  Tower  computer,  2  termi¬ 
nals,  printer  and  on-site  operator 
training. 

DAILY  CIRCULATION  SYSTEM  PRICE 

I. 5000  $23,803 

II. 16,500  $28,953 

III. 27,500  $45,154 

IV. 50,000-^  $65,758-1- 

Please  inquire  for  weeklies  and  shop¬ 
pers.  Cali  Fred  McDaniel,  Tamarix 
Systems,  (505)  326-7143  or  write  to 
101  E.  30th  St.,  Farmington,  NM 
87401. _ 

PROBLEM  WITH  your  billing?  Our 
publisher  developed  packages  will  fit 
easily  into  your  office.  Single  or  multi¬ 
zone  versions  available  for  the  IBM  PC 
or  TANDY  microcomputers.  Our 
BASIC-400  starter  system  costs  under 
$6000.  This  includes  the  computer, 
printer  and  billing  software  for  up  to 
400  customers.  Call  or  write  to  Jim 
Sutton  or  Steve  Kuckuk,  Publisher 
Control  Systems,  223  W  5th,  Shawano 
Wl  54166;  (715)  526-6547. _ 

_ COMPUTERS _ 

FOR  SALE 

New  twin  star  washout  unit  NAPP 
system  for  twin  star  plate  processor. 
Never  used.  For  more  details  call  Best 
Publishing  Co., (213)  548-4545. 


CAMERA  &  DARKROOM 


SCANNERS 
4/COLOR  FOR 
NEWSPAPERS 

•  ' 


up  to  8x10 
other  sizes  available 
introductory  offer 
laser-generated 
2-day  turnaround 
pre-press  services 
Call  317-664-6287 


CAMERA  i  DARKROOM 

CHEMCO  POWERMATIC  S2024 
process  camera.  20  %  to  500  %. 
Produces  top-quality  work. 

(619)  489-1901. _ 

SQUeeze  Lenses  for  SAU/TAB. 

Lens  repair/optimize.  HerbCarlbom,  CK 
Optical,  213/372-0372,  PO  Box  1067, 
Redondo  Beach,  CA  90278. 


ONE  MAN  COLOR 
DEPARTMENT  WITH  A 
BARGAIN  PRICED 
COLOR  SCANNER 


$59,500 

(FITS  ANY  BUDGET) 

FULL  PRICE  INCLUDES 
INSTALLATION 
TRAINING 
WARRANTY 
SERVICE 

30  DAY  FREE  TRIAL 


SET  UP  FOR 
NEWSPAPERS 


AVERAGE  SET  — 15  MINS 

NO  PROBLEMS  UPl  OR  AP 

CALL  SCANTRONIX 
AT  (213)  829-5022 
ASK  FOR  GARY 

• 


YSTEMS  MOST  MODERN  CORE  STRIPPER  IN 
financial  THE  WORLD  SAVES  MONEY-LABOR- 
mall-to-  ALL  ELECTRIC-NO  SAWING.  DAR- 
Includes  MAR  7501  Coarsey  Dr.,  Tampa,  FL 
ble  with  33604.  Call  (813)  932-8888  for 
accounts  Information. 

My  inter- 

i^iHott-  MAILROOM 

2  termi-  e^^-P,  48-P  and  72-P  SHERIDAN/ 
operator  HARRIS  STUFFERS  Guaranteed 
production;  refurbished  and  installed  in 
M  PRICE  your  plant;  training  program  included. 
$23,803  eFOR  SALE:  New  manufactured  fold 
$28,953  first  delivery  beds  for  Harris/Sheridan 
$45,154  stuffers. 

i5,758-(-  eWANTED  TO  BUY:  48-P  and  72-P  late 
nd  shop-  model  stuffers. 

Tamarix  jimmy  r.  fOX,  MAIL  ROOM  CONSUL- 
write  to  tANT;  (713)  468-5827. 

Ion,  NM  _ _ 

_  2  BALDWIN  108  Count-O-Veyors.  A.R. 

ng?  Our  Dewar,  (818)  885-5995. 

or'^rJJIilti-  tor  SALE: 

,  ipM  PC  Didde  Glaser/Kansa  inserting  machine. 

’  Q„.  3  into  1.  Good  condition.  Good  supply 

-♦rii^or  of  spare  parts.  Can  be  seen  in  full  oper- 
nmnntpr  otion.  Asking  $15,000.  The  Winchester 
Fnr  Iin  tn  Star,  Winchester,  VA. 

°  tn  iim  Ask  for  Al  Lowdermilk  or  Ken  Hockin 
-ublish^r  (703)  667-3200. _ 

Jhawano  qOOD  RECONDITIONED  Cheshire  and 
Magnacraft  labeling  machines  with 
single  and  multiwide  label  heads  and 

_  quarter  folders.  Call  Scott  or  Ed  Hels- 

ley;  (800)  527-1668  or  (214) 
it  NAPP  357-0196. _ 

('(o^l  plastic  wrap  (2)  like  new  1980 
can  Best  yjntage.  New  cost  $25,000  each.  Aver- 
age  cost  to  operate  2  cents  a  bundle. 
Our  price  $12,500  each.  Immediately 
—  available  IDAB  440  stackers  $12,000 
each.  Mid  America  Graphics,  l-(800) 
346-3026  ext.  965. 

MCCAIN  660-20  inserter  with  8  stages. 
Excellent  condition  available  immedi¬ 
ately  on  "as  is",  "where  is"  basis. 
Excellent  cost  savings.  Reply  to  Box 
9847,  Editor  &  Publisher. 

NEW  FROM  GRAPHIC  MANAGEMENT 
SHERIDAN  11-48P  INSERTER  WITH 
11  HOPPERS 

High  Speed  Remanufactured  Sheridan 
72P,  48P,  and  24P  inserters  with  per¬ 
formance  improvements.  SPEEDS  TO 
40,000  PER  HOUR. 

GMA  will  provide  you  with  a  remanu¬ 
factured  Sheridan  Inserting  system 
or  WE  WILL  REMANUFACTURE  YOUR 
EXISTING  MACHINE. 

Remanufactured  Sheridan  MS  and  HH 
Hoppers  with  ELECTRIC  CLUTCH 
FE/(TURE  -  INCREASES  NET 
THRUPUT. 

NEW  folded  Edge  First  Delivery  System 
tor  Sheridan  inserters. 

Muller  227  and  227E  inserters. 

Sta  Hi  251,  257  and  IDAB  440  counter 
stackers. 

Cutler  Hammer  conveyor,  bottom  wraps 
and  pacers. 

Signode  and  Power  Strap  tying 
machines. 

NEW  Hall  Monitor  Counter  Stackers  and 
complete  line  of  NEW  Hall  Mailroom 
Equipment. 

ALL  REMANUFACTURED  EQUIPMENT 
IS  FACTORY  GUARANTEED  WITH  ONE 
YEAR  WARRANTY. 

INSERTER  INSTALLATION  AND 
DISASSEMBLY  SERVICES  ALSO 
PROVIDED. 

WANTED  TO  BUY:  INSERTERS  AND 
MAILROOM  EQUIPMENT.  COMPLETE 
DISASSEMBLY  AND  REMOVAL  FROM 
YOUR  PLANT. 

Graphic  Management  Associates,  Inc. 

1 1  Main  Street 
Southboro,  MA  01772 
I  (617)  481-8562 

EDITOR  &  PUBLISHER  for  March  29,  1986 


EQUIPMENT  &  SUPPLIES 


NORTHEAST  INDUSTRIES  manufac-  | 
lures  their  own  conveyor  wire.  Standard  ' 
flex  and  extra  flex,  also  manufactures  I 
wiretyers.  (213)  256-4791. _ 

SHERIDAN  48P  8  into  1  remanufac¬ 
tured,  new  drive,  guaranteed.  Installed 
in  your  plant,  training  program 
included. 

Northeast  Industries  j 

(213)  256-4791. 

STA-HI  257S  and  2578  counter  stack¬ 
ers  including  spare  parts.  Available  for  | 
immediate  shipment.  Contact  Graphic 
Management  Associates,  Inc.,  11  Main 
St.,  PO  Box  55,  Southboro,  MA  01772. 

WE  HANDLE  all  types  of  wire  conveyors 
and  spare  parts.  Also  Nolan  Channel 
Flex  conveyors  and  spare  parts. 

Rollertop  conveyors,  all  sizes 
Bottom  wrappers 

Sta-Hi  251  &  257  S  stackers  stackers 
Baldwin  Count-O-Veyors  106’s 
Truck  Loaders 
Sheridan  48P 
45°  90°  Floor  Cunres 
Fly  table  tor  Muller  inserter 
Signal  MLN  II  Tying  Machines 
Muller  inserting  machine  mode  E227 
NORTHEAST  INDUSTRIES  i 
(213)  256-4791 

KANSA  320  inserter  add-on  station. 
Excellent  condition,  new  1982-83. 
$5,250  per  station.  ONE  Corporation/ 
Atlanta,  (404)  458-9351. 

PHOTOTYPESETTING 

AM,  CG  Rental/Purchase.  $150/Month 
and  up.  Weber  (216)  729-2858. 

AM  VARITYPER  58b  typesetter,  double 
disk  drive.  Excellent  condition. 

AM  Varityper  4800  terminal,  28  types- 
izes,  16  style  on  line,  5*/2  to  74  point 
type. 

Ca\\  (507)  526-7326  ask  for  Bill. 

BUY/SELL/BROKER  reconditioned  CG 
typesetting  equipment.  Large  supply  of 
C(3  parts  available.  Call  GRAPH-X  INC. 

(215)  439-1942. 

r'AQw  cno 

MARK  I,  IV,  V  PACESETTERS' 
LINOTRON  202-CG8600  i 

(614)  846-7025  I 

- I 

CG  7200,  GC  with  30  strips,  etc.,  also: 
COMPUWRITER,  GC,  strips,  etc.  Both 
negotiable.  (919)  368-2222.  j 

COMPLETE  Varityper  Epics  front  end 
system:  310  control  unit,  (3)  314  I 
terminals,  5810  phototypesetter,  inter- 1 
face,  766  processor  and  6  type  discs,  j 
Excellent  price. 

Jeff  Byrd  (804)  288-5463. _ | 

DAVID  JOHN  COMPANY 
National  Equipment  Brokers 
"Buy  for  the  least” 

"Sell  for  the  most" 

(216)  562-5000 

DISCOUNT  PROCESSORS  I 
NEW  or  RECONDITIONED 
Call  Prepress  Production  Group  for  your 
PROCESSOR  NEEDS....  ! 

(216)  562-8140 _ | 

MCS  8400/8600  systems.  Buy,  sell  j 
and  broker.  Inland,  (800)255-6746.  j 

Advantage  I,  Edit  I/O,  $8,000;  i 

ADVANTAGE  II,  $11,000; 
TRENDSETTER  HR  w/  Editwriter  Read-  , 
er  Option,  $5500;  I 

EDITWRITER  1750,  Non-counting  | 
Terminal,  $2000. 

BOB  WEBER.  (216)  831-0480.  | 

COMP  IV  B  HR,  6  Fonts,  Processor,  SP 
Kit,  $5100; 

COMP  IV  B  HR,  (MODEL  88),  5  Strips, 
$4000; 

CG  7200  1C  HEADLINER,  14-72  Pt., 
$1250. 

BOB  WEBER.  (216)  831-0480. 


EQUIPMENT  &  SUPPLIES 


PHOTOTYPESETTING 


EDIT  7700  HR,  MCPO,  4  Strips, 
$7500; 

EDIT  7770  II  HR,  Rev.  E,  Rev.  Ld., 
Ruling,  $9750; 

EDIT2750,  $2500; 

CG  EDITWRITER  ICI,  $1000. 

BOB  WEBER.  (216)  831-0480. 

FOR  SALE— 2  Editwriters  7700  H.R. 
Rev  D  MCPO  $9,000-7500  L.R.  Rev 
D  MCP0-$7,500  In  daily  use.  Fonts 
optional.  Call  (813)  747-0084. 

MERGENTHALER  Linotron  202  CRT 
typesetter  with  4-station  Mycro-Tek 
liOO  news  system.  Under  service 
contract  since  new.  Cost  $50,000  new. 
Will  sell  now  for  $22,000. 
(619)489-1901. _ 

TWO  CG  Videosetters  universal,  loaded, 
new  tube  in  one,  other  one  is  good; 
$6,750  for  one,  $12,000  for  both: 
Editwriter  $7,700;  Rev  D;  MCPO; 
$7,500. 

DAVID  JOHN  (216)562-5000. 

USED  COMPUTYPE  equipment- 
Compustore  doublewide,  and  several 
terminals  including  format  terminals 
and  peripheral  equipment.  Call  Larry 
Carbonelli,  The  Daily  News,  Greenville, 
Ml  (616)754-9301. 

USED  TYPESETTING  EQUIPMENT 

Cameras . Platemakers 

Nationwide  Brokers-10%  Sales 
Commission.  We  remove  the  risk  when 
buying  or  selling  between  individuals. 
Bob  Weber,  (216)  831-0480 

EDITWRITER  7500;  LR,  RevD;  7200; 
RC  Processor;  Library;  $6,950:  Comp 
IV  B,  HR;  Library;  $5,000;  Comp  I; 
$750.  DAVID  JOHN  (216)  562-5000. 


Double  3-2  Goss  Imperial  folder 
Double  out  delivery 
22  3/4  cutoff  with  balloon  former 
This  folder  has  been  magnafluxed  (no 
cracks) 

NORTHEAST  INDUSTRIES,  INC. 
_ (213)  256-4791 _ 

GOSS 

Goss  Urbanite  7  Units,  1972,  3  Cary’s 

Goss  Urbanite  4  Units 

Goss  Urbanite  3  color  units 

Goss  Urbanite  folders,  roll  stands, 

drives  and  accessories 

Goss  Community  units,  folders  and 

acces. 

Goss  SSC  Community  4  high  plus  3 
mono  211^  cutoff 

Goss  Urbanite  1200  Series  Half  folder 

Harris  1650  Add-on  unit 

Harris  1650  5  unit  press 

Harris  845  six  3  color  units,  2  mono 

units,  folder  1982 

Harris  V-25  8  units  1982 

Harris  A-15C  6  units  1979 

Harris  folders,  roll  stands,  upper 

balloon  formers  &  drives 

Harris  V25  upper  balloon  former 

KING 

KJ-6  folders  1980 
4  unit  Newsking,  1  Press  Complete 
KJ6  folders 

MISCELLANEOUS 

3  Cary  Flying  Pasters  (running  on 
Urbanite) 

WANTED:  Newspaper  presses  and 
accessories 

IPEC  INCORPORATED 
97  Marquardt  Drive 
Wheeling  (Chicago),  IL  60090 
(312)  459-9700  Telex  206766 

Goss  Community  7  units  SC  folder  and 
community  folder  1973. 

Harris  V-15A  7  units  1977. 

(312)  459-9700.  Telex  206766. 


EQUIPMENT  &  SUPPLIES 


Goss  Community,  7  units  2  Folders- 
Also  7  unit  V-15A  JF  15  Folder-Priced 
to  sell.  John  Tevlin  (813)  576-0370. 

HARRIS 

-N-1650,  6  units,  1982,  22  3/4”. 
-V-22,  4  units,  1970. 

-V-15D,  8  units,  1980. 

-V-15A,  4  units. 

-V-15  "Vanguard”,  5  units. 

GOSS 

-"Metroliner”,  6  units,  3  half  decks, 
2",  2:1  folders,  1981. 

-Urbanite,  6  units,  2  folders,  Cary 
pasters,  900  series. 

-SSC  Community,  8  units,  1982. 

KING 

-Colorking,  5  units,  KJ8. 

-Colorking,  2  units,  KJ4. 

BELL-CAMP  INCORPORATED 
(201)  796-8442  Telex  130326 

WEB  PRESS  FOR  SALE 
3-unit  News  King  press,  complete. 
2-unit  and  KJ6  folder  completely  recon¬ 
ditioned  at  factory  less  than  2  years 
ago.  3rd  unit  completely  reconditioned 
recently.  Comes  with  jumbo  roll  stands 
to  handle  extra  large  rolls.  Complete 
with  hoist  and  compressor. 

(707)  894-3339  weekdays  8-5 
Cloverdale  Reveille 
PO  Box  157 
Cloverdale.  CA  95425 

NEWSPAPER  PRESSES 
Rebuilt  and  guaranteed 

GOSS  COMMUNITY 
7-units  SC  press  1976-79 
1-3/C  space  UOP  units  1979 
6-units  1976 

1-SC  1/2-1/4  folder  50  horsepower 
1979 

1- SC  combination  1/2-1/4-D/p  40 
horse¬ 
power  1976 

2- units  press  1969  oil  bath  20  horse- 
powerdrive 

3- Community  add-on  units  1971-68 
1-Goss  Community  1/2-1/4  folder  25 
horsepowerdrive 

NEWSKING 

4- units  1969-73  side  and  circumferen¬ 
tial  register,  KJ6  folder. 

MISCELLANEOUS 

1- V15A  balloon  former  1979 

2- Butler  splicers  1978 

WANTED  TO  BUY 

Goss-Harris-King  presses  and 
accessories 

(Call  us  before  you  trade!) 

Call  us  for  installation  prices 

OFFSET  WEB  SALES,  INC. 

73  N  SUNSET  DRIVE 
CAMANO  ISLAND,  WA  98292 
(206)  387-0097 


NEW  TYING 
MACHINES 

$12,400.00 

New  Power  Strap  PSN-2  auto¬ 
matic  t3ring  machines  (25  to 
28  BPM)  available  immediate¬ 
ly  with  warranty.  Installa¬ 
tion  and  service  support 
available.  High  speed  model 
with  side  gjuides  and  bundle 
stop  -  $13,900.00. 

HALL  SYSTEMS,  INC. 

24400  Sperry  Drive 
Westlake,  Ohio  44145 
(216)  835-0700 


EQUIPMENT  &  SUPPLIES 


I  GOSS 

j  SC,  11  units,  U.O.P,  1976-85 
SC,  8  units,  1973-81 
!  SC,  7  units,  1970 
:  Community,  5  units,  1981 
Community,  5  units,  1976 
Suburban,  1500,  6  units,  1973-76 
Urbanite,  10  units,  1977-79 
Urbanite  folder,  0-1203 
Metro,  6  units,  3  decks,  22” 

Upper  formers,  SC  and  Urbanite 
HARRIS 

VI 5A,  2  units,  1975 
845,  4  units  and  8  units 
1650,  7  units  and  4  units 

ONE  Corporation/ Atlanta 
(404)  458-9351  Telex  700563 

Harris  JF-12  folder,  cross  perf.  cyl. 
double  parallel  1/2  and  1/4  fold  excel¬ 
lent  coridition.  (305)  423-4330. 

Harris  V-700  4  add-on  units. 

Harris  8  unit  V  15A  as  is  or  completely 
refurbished.  50  HP  drive  Harris  V15A 
add  on  units  completely  refurbished 
Harris  V-25  add  on  units  (two) 
completely  refurbished 
All  equipment  available  immediately  in 
our  warehouse,  delivery,  installation 
and  financing  can  be  arranged. 

All  Equipment  Guaranteed 
MIRACLE  INDUSTRIES  INC. 
(203)264-1802  Telex  140186 

MERGANTHALER  PACER  36”  web 
offset  press,  with  4  units,  Mogul  folder 
and  electric  hoist.  40  LP,  extra  unit  for 
parts.  (915)  566-9449. 

SIX  GOSS  METRO 
UNITS 

2-Units  Available 
44Jnlts  Sold  &  On  Edition 

223/4*  Cutoff 
55"  or  56*  web  width 
Pump  and  roll  inking  system 
Arranged  for  60,000  P.P.H. 
Double  2:1  Folder 

Equipment  In  storage  and 
priced  for  Immediate  sale, 
delivery  and  Installation. 

Contact:  Ken  Kniceley 
Charleston  WV  Newspapers 
(304)  348-5118 

PRESS  EQUIPMENT 

3  Unit  News  King  with  KJ4  or  KJ6 

4  Unit  News  King,  KJ6  folder 

5  Unit  Color  King,  KJ6  folder 
Complete  press  or  add-on  units. 

5  Unit  Daily  King  II  with  KJ8  folder 
mfg.  1983  -  like  new 

4  Unit  grease  lubricated  Goss 
Community. 

4  Unit  Goss  Community,  Communnity 
folder,  oil  bath 

3  Unit  Urbanite  U-705,  2  mono 
printing  units,  one  tri-color  and 

1/2  page  Urbanite  folder. 

4  Unit  V-15A  with  JF7  folder,  30  HP 
drive 

6  Unit  Harris  V-15A  with  2:1  JF  25 
folder 

7  Unit/2  folder  V-15A- 4  units  1975;  2 
units  1977;  1  unit  1979 

4  Unit  Solna  RP36  Commercial  web 
press  with  combination  folder 
can  be  used  for  newspaper  and/or 
commercial  applications. 

8  Goss  fully  digital  RTP’s  for  Urbanite 
press. 

INLAND  NEWSPAPER  MACHINERY 
CORPORATION 

(913)  492-9050  Tlx  4-2362 
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EQUIPMENT  &  SUPPLIES 


PRESSES 


WE  HAVE  IN  STORAGE:  Spare  parts  for 
Hoe,  Scott,  Goss  and  Wood  presses, 
offset  or  letterpress. 

Complete  7  unit  Goss  Mark  II  press, 

7  42  inch  R.T.P.,  4  half  decks 

Double  3-2  Goss  Imperial  folder 

balloon  formers  C.O.  22  3/4". 

Complete  6  units  Goss  Mark  I  press 

Goss  Mark  I  add  on  units 

Goss  reels  and  pasters 

Goss  Mark  I  halfdecks 

1  double  Goss  2:1  folder-22  3/4  cutoff 

Goss  Skip  Slitter 

Portable  ink  fountains 

Goss  single  width  ballons 

Hoe  Skip  Slitters 

Napp  manual  platemaking  systems 
Beach  platemaking  systems 
Capitol  roll-handling  equipment,  new  & 
us^ 

Goss  Urbanite  quarter  folder 
Hoe  balloons 
Paper  roll  dollies 

We  have  or  can  get  what  you  need 
for  your  pressroom  or  mailroom 
We  do  machinery  moving  and  erecting 
We  buy  printing  equipment 
NORTHEAST  INDUSTRIES,  INC. 
(213)  256-4791 


TWO  EBWAY  SD  6000  splicers  for  Goss 
Community  units  available  immediate¬ 
ly.  $7,500  for  the  pair.  Contact  Midway 
l^ess  Inc.,  (213)-941-0237. 


GOSS  SSC  3  units  21-1/2"  cutoff  end 
folder  and  drive.  New  1983. 
I  PEC  INCORPORATED 
97  Marquardt  Drive 
Wheeling  (Chicago)O,  IL  60090 
(312)  459-9700  Telex  206766 


NEWSPRINT  FOR  SALE 


28-30  LB  NEWSPRINT  ROLLS  all  sizes 
BEHRENS  Pulp  &  Paper  Corp 
485  E.  17th  St.,  Suite  400 
Costa  Mesa,  CA  92627-3265 
Telephone:  (714)  646-5565 


SCANNING  EQUIPMENT 

COMP-U-SCAN  Alpha  Scanner  in  good 
working  condition.  Scans  Perry  Ball 
type.  Make  offer.  Observer  &  Eccentric 
Newspapers,  Carol  Penrose 
(313)  591-2300 _ 


HELP 

WANTED 


_ ACADEMIC _ 

CALIFORNIA  STATE  UNIVERSITY,  Los 
Angeles  seeks  a  faculty  member  to 
teach  public  relations  theory  and  skills 
courses  with  additional  work  in  news 
editorial,  and/or  advertising,  mass 
communiction  theory  or  history.  The 
public  relations  sequence  includes 
courses  in  publici^  and  public  rela¬ 
tions,  public  relations  problems  and 
industrial  magazine  publishing.  The 
^ition  is  a  tenure  track  appointment. 
Ph.D.  or  close  to  completion.  College 
teaching  experience  desired.  The  salary 
range  is  $23,796  -  $28,608  depending 
on  qualifications.  Send  Vita  and  three 
letters  of  recommendation  to  Dr. 
Marearet  Fieweger,  Chair,  Department 
of  (Tommunication  Studies,  (^lifornia 
State  University,  Los  Angeles,  5151 
State  University  Drive,  Los  Angeles,  CA 
90032.  Applicant  Deadline:  May  1, 
1986. 
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HELP  WANTED 

HELP  WANTED 

ACADEMIC 

ACADEMIC 

HELP  WANTED 
ACADEMIC 


NEWS-EDITORIAL— The  University  of 
Northern  Colorado  invites  applications 
for  the  position  of  assistant  professor  in 
the  Department  of  Journalism  and  Mass 
Communications  primarily  to  teach 
news  reporting,  editing,  mass  commu¬ 
nication  law  and  history.  Ability  to  teach 
in  another  mass  communication 
specialty  like  public  relations,  telecom¬ 
munications  or  advertising  would  be 
helpful. 

Practical  experience  in  news-editorial 
field  necessary.  Master’s  degree  from 
accredited  institution  required,  prefer¬ 
ably  in  Journalism  or  mass  communica¬ 
tions.  Tenure  track  appointment  possi¬ 
ble  for  qualified  candidate  with  Ph.D,; 
otherwise  this  is  a  term  position  with 
possibility  of  renewal.  Appointment  to 
start  September,  1986,  subject  to  anti¬ 
cipated  funding. 

The  University  of  Northern  Colorado,  a 
senior  public  institution,  is  located  in 
Greeley,  a  community  of  63,000  some 
50  miles  north  of  Denver.  The  university 
has  about  10,000  students  and  500 
faculty.  JMC  enrollment  is  over  400. 
UNC  is  an  Affirmative  Action/Equal 
Opportunity  Employer. 

Applicants  should  send  an  application 
letter  describing  accomplishments  and 
goals,  along  with  vita  and  three  recom¬ 
mendation  Tetters,  to  Chairperson,  Jour¬ 
nalism  and  Mass  Communications, 
University  of  Northern  Colorado,  Gree¬ 
ley,  CO  80639,  by  May  1,  1986.  Full 
vacancy  announcement  available  upon 
request. 


JOURNALISM  LECTURER,  full-time, 
as  a  leave  replacement  for  the  academic 
year  1986/87.  Teach  mass  media  law, 
reporting,  copy  editing  and  other 
according  to  departmental  need  and 
candidate  interest.  Salary  commensu¬ 
rate  with  qualifications  and  experience. 
Graduate  degree  preferred.  Bachelor’s 
required  unless  waived  in  lieu  of  high- 
level  professional  news  experience. 
Request  official  university  application 
form:  Journalism  Department,  Califor¬ 
nia  Polytechnic  State  University,  San 
Luis  Obispo,  CA  93407.  Deadline  for 
Applications:  April  30,  1986.  Affirma¬ 
tive  Action/Equal  Opportunity 
Employer. 


THE 

INDUSTRY’S 

MEETING 

PLACE 

Editor  &  Publisher 
CLASSIFIED 
ADVERTISING 


SOUTHERN  METHODIST  UNIVERSITY 
is  seeking  an  associate  or  full  professor 
for  a  tenure-track  position  beginning 
fall,  1986.  Will  teach  courses  primarily 
of  upper-level  nature.  (Precise  courses 
scheduled  will  depend  upon  the  parti¬ 
cular  qualifications  of  the  individual 
hired.)  Focus  will  be  on  concepts  or 
theories  rather  than  on  basic  skills 
courses.  Typical  areas  would  be 
management,  economic  analysis,  critic¬ 
ism,  policy.  International  communica¬ 
tions,  communications  theory,  or  public 
affairs  reporting.  Must  have  a  distin¬ 
guished  record  as  a  professional  jour¬ 
nalist  or  as  an  academician  with  an 
outstanding;  record  as  teacher  and  scho¬ 
lar.  Applicants  whose  background 
relates  to  the  profession  should  have 
broad  experience,  preferably  with 
national  or  international  ties,  and  with 
knowledge  of  both  print  and  broadcast 
journalism.  Applicants  from  the 
academic  area  must  have  a  PhD,  a 
strong  and  consistent  record  of  publica¬ 
tions,  distinction  as  a  classroom  teach¬ 
er,  and  acknowledged  participation  in 
national  journalism  organizations.  Appl¬ 
icants  should  submit  a  letter  and 
resume  by  May  15  to  the  Search 
Committee,  Center  for  Communication 
Arts,  Southern  Methodist  University, 
Dallas,  TX  75275.  Southern  Methodist 
is  an  affirmative  action/equal 
opportunity/Title  IX  employer. 


E&P  CLASSIFIEDS 


CHAIR,  DIVISION  OF 


MASS  COMMUNICATION 


Emerson  College  Is  the  only  fully  accredited  American  undergraduate  and  graduate 
institution  specializing  in  the  interdisciplinary  study  of  the  communication  arts  and 
sciences  and  the  performing  arts.  The  College  views  communication  and  the  performing 
arts  as  fields  of  study  integrated  with  the  liberal  arts  and  provides  a  varied  curriculum  that 
reflects  that  belief. 

The  Division  of  Mass  Communication  is  the  College’s  largest  unit,  with  about 900  majors  in 
a  total  College  population  of  1 ,900  full-time  students.  Currently,  the  Division  offers  the  B.  A., 
B.S.,  B.F.A.,  and  M.A.  degrees.  Subject  matter  covered  includes  production,  theory,  history, 
research  and/or  policy  in  television,  radio,  film,  print  and  broadcast  journalism,  and  new 
telecommunication  technologies. 

Applicants  must  have  earned  the  Ph.D.  in  some  area  of  communications,  and  should  have 
strong  academic  and  professional  experience  in  one  or  more  of  the  above  areas. 
Demonstrated  administrative  success,  and  a  commitment  to  high  academic  and  pro¬ 
fessional  standards,  are  important. 

The  Chair  coordinates  faculty  (approximately  1 8  full-timeand  40  part-time)  and  a  staff  of  1 0. 
He  or  she  is  responsible  for  budget,  undergraduate  and  graduate  curriculum,  and 
extensive  facilities.  The  Division  administers  WERS-FM  and  a  carrier  current  radio  station, 
a  CCTV  system,  and  a  large  internship  program  with  local  media  organizations.  The  Chair 
reports  to  the  Provost/Vice  President  for  Academic  Affairs  of  the  College. 

During  the  next  few  years,  the  Mass  Communication  Division  will  offer  many  challenges 
and  responsibilities;  reorientation  of  curriculum  and  organization;  recruitment  of  additional 
faculty  members;  expansion  of  graduate  programs;  College  reorganization  and  movement 
toward  university  status;  planning  facilities  and  moving  to  a  new  campus;  and  advancing 
the  Division’s  and  College’s  academic  reputation  at  local,  regional,  national  and  inter¬ 
national  levels. 

The  successful  candidate  is  expected  to  assume  faculty  status  in  the  Fall  of  1986, 
becoming  Chair  on  January  1 , 1 987.  However,  this  schedule  is  flexible.  Salary  Is  highly 
competitive  and  rank  is  open. 

ForfuM  consideration,  please  send  letter  of  Inquiry,  full  resume  and  current  letters  of 
recommendation,  by  April  21 ,  1 B86  to:  Dr.  John  M.  Kinross,  Vice  President  for 
Academic  Affairs  and  Provost,  Dept.  EP. 

Emerson  College  is  an  Equal  Opportunity/Affirmative  Action  Employer.  Minorities  and 
women  are  encouraged  to  apply. 


1 00  Beacon  Street 
Boston,MA02116 
(617)  578-8580 


EMERSON 

COLLEGE 
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HELP  WANTED 


ACADEMIC 


CALIFORNIA  COLLEGE 
NEWSPAPER  ADVISOR 
Must  have  completed  all  of  the  require¬ 
ments  for  a  Master's  Degree  in  Journal¬ 
ism,  Communications,  or  a  related 
field.  Must  have  experience  in  news¬ 
writing,  reporting,  and  must  have  a 
thorough  understanding  of  all  of  the 
processes  related  to  newspaper  produc¬ 
tion  including  word  processing,  typeset¬ 
ting,  layout/paste-up,  and  printing. 
Should  be  familiar  with  media  law  and 
the  Journalism  Code  of  Ethics.  Must 
possess  or  qualify  for  a  California 
Community  College  Instructor’s  Creden¬ 
tial  in  Communication  Services.  Teach¬ 
es  coursework  in  publications  writing 
and  editing  as  well  as  classes  in  news¬ 
paper  production.  Teaches  additional 
courses  in  any  of  the  following:  Intro¬ 
duction  to  Public  Relations;  Advanced 
Newswriting  and  Reporting;  Photojour¬ 
nalism;  and  Survey  of  Mass  Media.  As  a 
faculty  advisor,  coordinates  production 
of  the  student  newspaper  (approximate¬ 
ly  30  issus  per  month).  This  is  a  ten 
month  assignment  (August-June)  and  is 
a  tenure  track  position.  Summer  assign¬ 
ment  is  optional.  Starting  Date: 
Wednesday,  August  20,  1986.  Salary: 
$21,072-$35,488;  excellent  benefits. 
Interested  persons  must  submit  a 
District  application  and  resume  to 
Personnel  by  5  PM  on  Friday,  April  11, 
1986.  RANCHO  SANTIAGO  COMMUN¬ 
ITY  COLLEGE  DISTRICT,  17th  St.  at 
Bristol,  Santa  Ana,  CA  92706,  (714) 
667-3320,  Affirmative  Action,  Equal 
Opportunity  Employer. 

DIRECTOR  OF  STUDENT  MEDIA. 
Department  of  Student  Life,  University 
of  South  Carolina.  The  director  of 
student  media  is  responsible  to  the 
dean  of  student  life  for  overall  admin¬ 
istration  of  the  services  and  programs 
offered  by  the  Office  of  Student  Media. 
The  director  is  responsible  for  the 
supervision  of  the  assistant  director, 
clerical,  graduate  assistant,  and 
student  staff  assigned  to  that  office,  as 
well  as  budgetary  and  fiscal  manage¬ 
ment.  Reponsiblities  include  advise¬ 
ment  of  the  305  students  involved  with 
tri-weekly  student  newspaper,  radio 
station,  literary  magazine,  yearbook  and 
cable  television  video  group.  Supervi¬ 
sion  of  full-time  staff  of  7,  two  graduate 
assistants  and  75  student  employees. 
Coordination  of  annual  budget  of 
$539,000  with  $390,000  in  revenues. 
Preparation  of  policy  and  program 
objective  for  all  student  media  organiza¬ 
tions.  Supervision  of  production,  adver¬ 
tising  and  facility  management  of 
student  media  area.  Preparation  and 
monitoring  of  all  printing  contracts, 
coordinate  procurement  and  purchase 
of  all  electronic  and  photocomposition 
equipment.  Maintenance  of  business 
operation  for  billing  and  revenues.  Coor¬ 
dination  of  all  leadership  development 
program  for  student  media.  Production 
of  university  telephone  directory.  Qual¬ 
ification:  Master's  degree  in  journalism, 
student  personnel  senrices,  business  or 
related  field  and  one  to  three  years 
experience.  Specialized  knowledge, 
training,  or  experience  in  print  media 
and  radio  as  well  as  experience  in 
student  development  theory  application 
are  highly  desirable.  Position  available 
June  2,  1986.  Send  letter  of  applica¬ 
tion,  resume  and  three  letters  of  refer¬ 
ence  by  April  11,  1986  to  Melody 
Hokanson,  Screening  Committee  Chair, 
Department  of  Student  Life,  University 
of  South  Carolina,  USC  Box  85128, 
Columbia,  SC  29208.  An  EO/AA 
Employer. 


NEWSPAPER  PEOPLE 
TRUST  E  &  P 
CLASSIFIED 
ADVERTISING 


HELP  WANTED 

HELP  WANTED  | 

ACADEMIC 

ADMINISTRATIVE 

THE  MISSOURI  SCHOOL  OF  Journal¬ 
ism  is  seeking  candidates  for  the  direc¬ 
torship  of  its  new  science  journalism 
program.  The  director  will  teach  in  the 
science  writing  curriculum,  plan  and 
conduct  workshops  for  reporters  and 
editors,  edit  a  national  newsletter,  and 
assist  in  fundraising.  The  candidate 
should  have  a  national  reputation  and 
experience  in  science  journalism,  and 
administrative  experience.  Advanced 
degree  and  teaching  experience 
preferred.  Send  resume,  including 
references,  to  Joye  Patterson,  Chair, 
Science  Journalism  Search  Committee, 
Missouri  School  of  Journalism,  Box 
838,  Columbia,  MO  65205.  Equal 
Opportunity  Employer. 

ADVERTISING  TRAINING 
EXECUTIVE 

Our  growing  organization  of  daily  and 
non-daily  newspapers  has  an  opening 
right  now  in  the  central  office  for  an 
experienced  ad  director  or  retail  ad 
manager  who  has  had  classified  training 
as  well,  to  become  a  sales  trainer  for  our 
newspaper  staffs  located  in  14  states. 
Here  is  your  opportunity  to  work  with 
thoroughly  professional  people  at  a 
professional  level.  If  you  have  had 
experience  in  training  a  local  staff  and 
feel  that  you  can  bring  to  this  position 
new  skills  and  ideas,  we  would  like  to 
talk  with  you.  Send  a  complete  resume 
and  cover  letter  to  Box  9808,  Editor  & 
Publisher. 

PUBLIC  RELATIONS  Instructor/ 
Assistant  Professor,  tenure-track 
appointment  effective  August  1st, 
1986.  Candidates  should  be  able  to 
teach  a  variety  of  undergraduate  public 
relation  courses;  ability  to  teach  in  a  re¬ 
lated  field  desirable.  Ph.O  in  mass  com¬ 
munications  or  related  field  and  public 
relations  experience  preferred.  Masters 
with  solid  academic  background  in  pub¬ 
lic  relations  and  public  relations  experi¬ 
ence  required.  News  media  experience 
helpful.  Salary  competitive.  Send  re¬ 
sume  and  three  letters  of  recommenda¬ 
tion  by  May  1,  1986  tO:  Sharon  S. 
Smith,  Search  Committee.  Department 
Df  Mass  Communications,  PO  Box  300, 
Middle  Tennessee  State  University, 
Murfreesboro  TN  37132.  MTSU  is  an 
equal  opportunity/affirmative  action  em¬ 
ployer. 

EXECUTIVE  EDITOR/ 
ASSOCIATE  PUBLISHER 
for  Catholic  newspaper  in  Zone  1. 
Strong  leader  needed  to  fill  top  posi¬ 
tion.  Experience  and  energy  needed  to 
plan  and  implement  paper's  growth  and 
success.  Great  opportunity  for  vigorous 
leader  in  pleasant  small  city.  Send 
resume  and  letter  of  application  to: 

J.  Doyle.  Room  401;  119  N.  Park 
Ave.;  Rockville  Centre.  NY  11570. 

GENERAL  MANAGER 

Shopping  Guide  in  Sun  Belt 
85,000  Free  Circulation  Tabloid 
Successful  candidate  will  have  a  sales 
background  with  a  marketing  perspec¬ 
tive,  and  be  able  to  manage  an  MBO 
structured  environment.  A  wonderful 
opportunity  to  lead  a  growing  paper, 
part  of  a  national  organization,  and 
further  develop  its  success  oriented 
culture.  Candidate  must  be  a  person  of 
sensitivity  and  possess  take  charge  abi  li- 
ties.  Salary  commensurate  with  ability. 
Send  resume  with  a  short  narrative  on 
how  you  set  and  reach  goals  to  Morris 
Newspaper  Corporation,  PO  Box  8167, 
Savannah  GA  31412. 

THE 

INDUSTRY’S 

MEETING 

PLACE 

ADMINISTRATIVE 

PUBLISHERS 

NEEDED 


Our  fast-growing  group  of  city  business  weekly  newspapers  is 
continuing  to  expand,  but  we  need  good  publishers  to  get  the  job 
done  as  quickly  as  we  want. 

We’ve  started  newspapers  in  seven  outstanding  cities  and  they've 
all  become  prize  winners  for  editorial  excellence  as  well  as 
successful  locally  as  reliable  sources  of  business  news. 

Our  publishers  have  the  opportunity  to  be  in  charge  of  their  own 
company  and  to  create  very  special  publications  to  serve  their  own 
communities. 

The  rest  of  the  package  includes  outstanding  salary/bonus 
programs  and  fringe  benefits,  including  a  hospitalization  program. 

Please  send  resume  stating  your  experience  and  qualifications  to: 

Mark  Vittert 

St.  Louis  Business  Journal 
P.O.  Box  647 
St.  Louis,  Missouri  63188 


HELP  WANTED 


ADMINISTRATIVE 


PUBLISHER:  taking  final  resumes  for 
7,000  no.  California  daily,  high  growth 
market.  Halfway  through  planned 
growth  from  county  seat  weekly  to 
10,000  daily.  Market  and  competition 
by  the  tail.  Track  record  in  ad  sales 
development  essential.  We  need  a  buil¬ 
der  who  will  complete  the  plan.  Mini¬ 
mum  5  year  commitment;  please  state 
salary  requirements.  Box  9837,  Editor 
&  Publisher. 


PUBLISHER  NEEDED  with  strong  sales 
and  marketing  background  for  small 
weekly  and  military  newspapers  in  Coro¬ 
nado,  California.  Send  resume,  salary 
history  to  PO  Box  1927,  La  Jolla,  CA 
92038. 


REGIONAL  PUBLISHERS  ASSN. 
Due  to  untimely  death  of  Executive 
Director,  Southern  Newspaper 
Publishers  Association  is  seeking 
applications. 

Resumes  to  be  sent  to  Tom  J.  Hardin, 
President.  SNPA,  PO  Box  7558,  Alex¬ 
andria,  LA  71306. 


ARTIGRAPHICS 

CAMERAMAN  minimum  two  years 
experience  stripping  black  and  white 
and  some  four  color  work  for  web  press. 
Offers  competitive  salary,  full  benefits 
package.  Reply  to  Bartash  Publications,- 
7272  Woodland  Ave.,  Philadelphia,  PA 
19142. 


CAMERAROOM  MANAGER 
Working  manager  to  oversee  and  train 
staff  in  all  phases  of  camera  and  plate¬ 
making  in  a  web  off-set  plant  that 
supports  five  community  newspapers 
and  a  growing  commercial  business. 
Experience  in  four-color  stripping  a 
must.  Send  resume  and  salary  history  tc 
Publisher,  7  Industrial  Park  Circle, 
Waldorf.  MD  20601. 


THE  MUSKEGON  CHRONICLE  needs 
an  experienced  artist  for  information 
graphics,  design  &  illustration.  A  full¬ 
time  position  with  excellent  pay,  bene¬ 
fits.  Send  resume,  samples  of  work  to 
Tim  Lehmann,  The  Muskegon  Chronicle, 
PO  Box  59.  Muskegon,  Ml  49443. 


CIRCULATION 


CIRCULATION  MANAGER 
Pierce  County  Herald,  Puyallup, 
Washington,  18,000  tri-weekly  with 
57,000  TMC.  Great  growth  potential. 
Salary  high  $20s.  Send  resume  to  Joan 
Mather,  Publisher,  Box  517,  Puyallup, 
WA  98371. 


CIRCULATION  DIRECTOR  progressive 
political  magazine  on  Latin  American 
affairs  seeks  person  responsible  for  all 
programs  generating  subscriptions  and 
renewals.  Emphasis  on  direct  mail 
promotion,  fulfillment  oversight  and 
advertising.  Strong  analytical  skills 
required.  Experience  in  publishing, 
promotion  or  direct  mail  preferred. 
Salary  $16,000  plus  generous  benefits. 
Apply  by  April  21  to  Robert  Armstrong, 
Executive  Director,  NACLA,  151  West 
19th.  New  York.  NY  10011. 


CIRCULATION  DIRECTOR  for  7-day, 
18,000  morning  newspaper  in  fast¬ 
growing  Northern  California  Market.  Ex¬ 
perience  and  skills  to  lead  a  young,  pro¬ 
fessional  staff  of  30  needed.  Must  be  a 
good  communicator  and  capable  of  de¬ 
veloping  and  implementing  marketing 
plans,  ^nd  resume  and  salary  history  to 
Personnel  Director,  Box  47,  Fairfield, 
CA  94533. 
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AN  EXPERIENCED  INDIVIDUAL  with 
knowledge  of  sales,  management  and 
budgeting  to  manage  a  twice-weekly 
paid  newspaper  in  northern  New  Jersey. 
We  offer  solid  growth  potential,  go(^ 
salary.  Incentives  and  benefits.  Send 
resume  and  salary  requirements  to  Box 
9831,  Editor  &  Publisher. 


CIRCULATION  SALES  manager  for 
50,000-circulation  daily  in  central 
Pennsylvania.  Pending  retirement 
offers  early  opportunity  for  promotion  to 
department  manager.  Detail  your 
accomplishments  in  a  letter  and  resume 
to  Gary  Dalton,  Marketing  Director,  c/o 
Tribune-Democrat,  PO  Box  340,  Johns¬ 
town,  PA  15907. 


CIRCULATION  SALES  MANAGER 
Large  New  England  daily  and  Sunday 
newspaper  distributor  invites  resumes 
for  the  position  of  sales  manager. 
Overall  responsibilities  will  be  to  moni¬ 
tor  telemarketing  and  canvas  crews  to 
develop  and  implement  carrier  promo¬ 
tions,  carrier  and  motor  route  recruit¬ 
ment  and  be  responsible  for  home  deliv¬ 
ery  analysis  and  department  budget.  We 
are  a  senrice  organization  who  stresses 
retention  through  service.  Please  send 
cover  letter  and  credentials  to  Box 
9834,  Editor  &  Publisher. 


ASSISTANT  CIRCULATION  MANAGER 
immediate  opening  at  21,500 
circulation  daily  in  growth  market. 
Desire  highly  motivated/well  organized 
person  with  good  management  skills. 
Specific  responsibilities  geared  to 
experience  and  talents  but  will  be 
involved  in  all  aspects  of  traditional 
circulation  operation.  Opportunity  for 
personal  and  professional  advance¬ 
ment.  Send  resume,  references,  salary 
history  to  James  Durand,  Circulation 
Manager,  Concord  Monitor,  Box  1177, 
Concord,  NH  03301. 


HOME  DELIVERY  SUPERVISOR. 
35,000,  6-day  AM,  Zone  2.  Report  to 
circulation  director.  Responsible  for 
training  and  motivating  district  mana¬ 
gers  and  carrier  promotions.  Send 
resume  and  salary  history  to  Box  9835, 
Editor  &  Publisher. 


WE  ARE  LOOKING  for  a  district  mana¬ 
ger  or  supervisor  with  one  or  two  years 
circulation  experience  for  the  Venice/ 
Port  Charlotte  area  of  Florida  to  super¬ 
vise  counselors,  motor  routes  and 
carriers.  Send  resume  to  Roger  Sparr  or 
Huey  Stinson,  Venice  Gondolier,  200  E. 
Venice  Avenue,  Venice,  FL  33595,  or 
call  (813)  4W-2611,  extension  105. 


SINGLE  COPY  SALES  MANAGER. 
6-day  AM,  Zone  2,  35,000  circulation. 
Report  to  circulation  director.  Experi¬ 
ence  with  contract  is  a  plus.  Send 
resume  and  salary  requirements  to  Box 
9836,  Editor  &  Publisher. 


CIRCULATION  MANAGER  for  group  of 
paid  and  free  weekly  publications  of 
over  75,000  circulation  in  beautiful 
southwest  Florida.  Experience  needed 
in  second  and  third  class  mailing,  bulk 
and  carrier  delivery.  Excellent  salary 
and  benefits.  Position  available  for 
hands-on  manager  only.  Westminster 
Publications  call  Larry  Burlingame 
(813)  262-7601. 


DISTRICT  SALES  SUPERVISORS 
We  are  Louisiana’s  second  largest  news¬ 
paper  with  a  combined  circulation  of 
100,000.  We  are  seeking  a  goals- 
orlented  District  Sales  Supervisor  to 
supervise  an  all  adult  carrier  force. 
Applicant  should  have  a  proven  track 
record  in  service,  sales,  and  collection. 
In  return,  we  offer  a  future  for  advance¬ 
ment,  salary  with  bonus,  auto  expense, 
and  a  comprehensive  benefit  package. 
Send  all  resumes  to  Newspaper  Produc¬ 
tion  Co.,  PO  Box  30222,  Shreveport, 
LA  71130-0222. 


ADVERTISING  DIRECTOR 
Exceptionally  high  salary  and  bonus  for 
an  advertising  director  with  a  solid  track 
record,  who  can  motivate  and  manage  a 
quality  sales  force.  Suburban  Boston 
roup  of  6  weekly  newspapers  with 
7,000  circulation,  mostly  paid,  seeks 
a  manager  with  6  years  or  more  experi¬ 
ence,  who  has  demonstrated  ability  and 
who  wants  to  grow.  Send  resume  and 
three  references  to:  Century  Newspap¬ 
ers,  Box  129,  Arlington,  MA  02174.  No 
phone  calls. 


MediaNews  GROUP,  this  country's 
fastest  growing  newspaper  organization, 
is  looking  for  experienced,  top-notch, 
marketing  and  sales  managers. 

If  you're  ambitious  and  have  a  high 
energy  level,  call:  Chuck  Pettit 
(201)354-5000. 


SHOPPER  CAREERS 
President,  Eastern  US,  lOOK 

General  Manager,  Zone  2,  85K 

General  Manager,  Zone  6,  80K 

Director  of  Sales,  Zones  4-9,  60K 

Sales  Managers,  Zones  2-9,  40K 

Sales  Reps,  Zones  1-9,  Open 

Production  Positions,  Zones  1-9,  Open 


Please  call  (818)  881-0271  or  send 
resume  to: 

MULTI-MEDIA  ENTERPRISES 
5699  Kanan  Road 
Agoura  Hills,  CA  91301 


CLASSIFIED  ADVERTISING  MANAGER 
Largest-in-the-county  California  daily 
needs  an  experienced  classified  mana¬ 
ger.  Staff  of  14,  new  computer  system, 
fast  growing  area.  Excellent  opportunity 
for  advancement.  Send  resume  to  Bob 
Lyon,  Ventura  County  Star-Free  Press, 
525()  Ralston  St.,  Ventura,  CA  93003. 
A  John  P.  Scripps  newspaper. 


HOME  DELIVERY  MANAGER 


Excellent  opportunity  for  experienced 
manager  to  advance  with  a  sound,  progres¬ 
sive  company.  If  you  are  highly  motivated, 
up  for  a  chalienge,  service-oriented  and 
have  the  knowiedge  to  increase  circuiation 
through  home  deiivery,  this  may  be  your 
opportunity.  Strong  leadership  and  admini¬ 
strative  skills  a  must.  If  you  think  you’re 
good  enough,  this  position  wiii  offer  you  the 
chaiienges  and  rewards  you’d  expect  from 
a  top-flight  major  metropolitan  newspaper. 
Serious  candidates  will  be  self-starters, 
have  good  communicative  skills,  enjoy  hard 
work  with  a  positive  attitude  and  be  wiliing 
to  relocate. 

We  offer  top  salary,  commensurate  with 
experience,  and  excellent  benefits.  Please 
send  resume  to: 

Employment  Manager 
The  Denver  Post 
650  15th  Street 
Denver,  CO  80202 


CLASSIFIED  ADVERTISING  Manager 
Zone  8  daily  seeks  an  aggressive,  know¬ 
ledgeable,  creative  individual  to 
manage,  motivate  &  train  staff  of  50 
plus.  Growing  market  with  outstanding 
potential.  Excellent  salary  &  benefit 
package.  Send  resume  &  salary  history 
to  Box  9825,  Editor  &  Publisher. 

RETAIL  ADVERTISING  MANAGER 
We  are  seeking  a  talented,  energetic 
s#les  professional  to  manage  retail 
advertising  staff  of  a  30,000  PM  New 
England  daily.  Candidate  must  have 
strong  leadership  qualities  and  be  able 
to  successfully  motivate  sales  force. 
Highly  competitive  market  north  of 
Boston.  Good  salary,  benefits  and 
incentive  plan.  No  phone  calls.  Send 
resume  and  salary  history  to  Kevin 
Kelly,  Advertising  Director,  Daily 
Evening  Item,  PO  Box  951,  Lynn,  MA 

01903. _ 

ADVERTISING  DIRECTOR 
Zone  3,  5-day  daily  with  25,000  circu¬ 

lation  seeks  advertising  director  with 
management  experience.  Should  have 

experience  in  staff  training  and  TMC 

products.  Good  salary  and  benefits. 
Send  resume  including  salary  history  to 
Box  9841,  Editor  &  Publisher. 


CAREER  ORIENTED  salesperson 
needed  for  an  aggressive  (Jentral 
Wisconsin  daily.  Candidate  we  seek, 
must  have  a  proven  track  record  with 
special  sections,  layout  ability. ..and 
willing  to  accept  any  sales  challenge  in 
a  very  competitive  market.  Excellent 
salary,  bonus  and  benefit  package. 
Send  current  resume  and  salary  history 
to  Box  9842,  Editor  &  Publisher. 


HELP  WANTED 


ADVERTISING 


ADVERTISING  SALES  MANAGtK 
Strong  competitive  newspaper  ROP  and 
full  insert  program.  25  person  staff.  We 
seek  a  top  executive  who  works  well 
independently  and  with  a  team,  a 
person  who  has  an  excellent  track 
record,  an  inspirational  teacher,  enthu¬ 
siastic  motivator,  is  loyal  to  a  fault,  and 
who  thrives  on  competition.  We  are  a 
leader  in  a  very  competitive  market, 
highly  successful  and  growing  fast.  We 
offer  excellent  compensation  and  free¬ 
dom  to  contribute  and  grow.  Write  Box 
9844,  Editor  &  Publisher. 


ADVERTISING  SALES  MAN  wanted 
for  12,000  daily.  Opportunity  to  move 
into  top  ad  slot.  Excellent  pay  and  bene¬ 
fits.  Send  resume  to  Hobbs  News  Sun, 
PO  Box  860,  Hobbs,  NM  88240. 


THE  ANCHORAGE  DAILY  NEWS  is  look¬ 
ing  for  ambitious  sales  rep  to  sell 
and  service  retail  advertising  accounts. 
At  least  two  years  newspaper  or  media 
sales  experience,  copy  and  layout  skills 
a  plus.  Ability  to  work  diplomatically 
under  deadline  pressure  and  a  reliable 
vehicle  a  must.  We  offer  excellent  salary 
and  incentives.  Comprehensive  benefits 
and  a  positive  work  environment.  Live  in 
beautiful  Alaska — the  outdoor  enthu¬ 
siast's  paradise.  Please  send  resume 
with  cover  letter  to  Anchorage  Daily 
News,  Attn:  Nancy  Stanton,  PO  Box 
6616,  Anchorage,  AK  99518.  Equal 
Opportunity  Employer. 


SALES  REPRESENTATIVE.  Need 
aggressive,  experienced  display  ad 
sales  person  for  central  Florida  monthly 
publication.  Phone  (705)  777-5511, 
Bill  Draper  or  reply:  Veterans’  Journal, 
PO  Box  4868,  Patrick  AFB,  FL  32925. 


CLASSIFIED  MANAGER  for  Zone  9 
daily.  Outside  sales  plus  train  and 
supervise  phone  staff  and  develop  tele¬ 
marketing.  Salary,  bonus  and  good 
benefit  package  available  for  qualified 
applicants.  Send  resume  to  Cleatis 
Carroll,  Donrey  Media  Group,  PO  Box 
1359,  Fort  Smith,  AR  72902. 


MAJOR  ACCOUNTS 
SALES  REPRESENTATIVE 
Large  Southern  California  suburban 
daily  newspaper  with  excellent  mailed 
TMC  program  has  immediate  opening 
for  full-time  experienced  "major 
accounts  sales  representative”.  Excel¬ 
lent  company  benefits.  Salary  and  auto 
allowance.  Reply  to  PO  Box  1532, 

Arcadia,  CA  910(56. _ 

30,000  circulation  daily  in  one  of 
America’s  premier  growth  markets.  We 
need  a  proven  leader  to  develop  and 
train  our  staff  to  insure  our  growth 
keeps  pace  with  our  market  area.  Excel¬ 
lent  opportunity  to  grow  with  a  leading 
media  company.  Send  current  resume 
and  salary  requirements  to  Box  9801, 
Editor  &  Publisher. 


AD  DIRECTORSHIP  soon  available  on 
quality  under  12,000  Sunbelt  daily. 
(Jutstanding  community.  Successful 
candidates  will  have  proven  promotion¬ 

al  ability,  sales  &  marketing  experience. 
Good  salary  +  bonus.  Box  9823,  Editor 

&  Publisher. 


ADVERTISING  MANAGER 
The  Charlotte  Leader,  a  151,000  circu¬ 
lation  suburban  newspapers  in  beauti¬ 
ful  Piedmont  region  of  the  Carolines  is 
looking  for  an  experienced  advertising 
manager.  Successful  candidate  will  be 
strong  in  sales  and  people  skills,  able  to 
motivate  and  teach  others,  and  willing 
to  work  long  hours  developing  one  of 
Americas  best  free  newspapers.  An 
excellent  compensation  package  awaits 
successful  candidates.  Send  resume  to 
Tom  Stultz,  The  Charlotte  Leader,  PO 
Box  26547,  Charlotte  NC  28221. 
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ADVERTISING  DIRECTOR 
Independent  Zone  8  daily  (over  50,000 
AM  and  Sunday)  seeks  experienced 
newspaper  advertising  manager  with 
leadership  ability  and  well-developed 
professional  ancf  managerial  skills  to 
head  its  advertising  department.  Must 
be  strong  on  planning  and  follow 
through-set  goals  for  sales  personnel, 
set  revenue  and  expense  goals  for 
departments  operation,  accountable  for 
results  of  departments  activities.  Must 
be  adept  at  training  and  motivating 
people;  in  the  use  of  research  data;  and 
in  conveying  ideas,  both  in  writing  and 
verbally,  including  group  presentations. 
Prefer  degree  in  business,  marketing  or 
advertising.  Competitive  compensation 
and  benefit  package.  Your  resume  and 
salary  history  will  be  treated  in  strict 
confidence.  Reply  to  Box  9838,  Editor 
&  Publisher. 


ADVERTISING  SALES  REPRESENTA¬ 
TIVE— Excellent  salary/commission, 
benefits.  Henrico  County  Line.  New 
ownershio.  (804)  288-5463. 


EDITORIAL 


REPORTER— The  New  York  Post  seeks 
top-notch  reporter/writer  for  general 
assignment.  Must  have  minimum  5 
years  experience  in  this  position  on  a 
major  daily  and  demonstrate  proven 
ability  under  deadline  pressure.  Send 
resume  to  Ken  Chandler,  Managing 
Editor,  210  South  St.,  New  York,  NY 
10002. 


REPORTER — Small  but  growing  New 
Jersey  daily  seeks  bright,  aggressive 
newshound  with  minimum  one  year 
experience  on  daily  or  quality  weekly. 
Must  be  able  to  report  and  write.  Salary 
commensurate  with  experience.  Send 
resume  and  clips  to  Box  9792,  Editor  & 
Publisher. 


REPORTER  sought  for  weekly  newslet¬ 
ter  on  synthetic  fuels  and  coal  combus¬ 
tion  technology.  Journalism  degree  or 
background  necessary,  some  coal  or 
technical  writing  background  preferred. 
Excellent  benefits  on  top  of  salary 
commensurate  with  experience.  Send 
resume  to  Pasha  Publications,  1401 
VYilson  Blvd.,  Suite  910,  Arlington,  VA 
22209. 


PAGE  DESIGNER 

Award-winning  features  department  of 
Boulder  Daily  Camera,  a  Knight-Ridder 
paper,  seeks  an  innovative,  experienced 
designer  to  design  three  weekly 
sections.  Full-color  fronts;  great  offset 
reproduction;  supportive  working  atmo¬ 
sphere.  Candidate  should  have  several 
years  hands-on  news  experience, 
computer  experience  (new  Apex  system 
now  being  installed),  be  conversant 
with  the  latest  developments  in  design 
field  and  look  forward  to  pleasures  of 
Rocky  Mountain  living.  We  will  gladly 
send  samples  of  our  sections  to  quali¬ 
fied  candidates.  Send  resume,  detailed 
cover  letter,  several  tearsheets  (which 
we  will  return)  of  your  work  to  Ken 
Doctor,  Managing  Editor/Features, 
Boulder  Daily  Camera,  PO  Box  591, 
Boulder,  CO  80306.  E.O.E. 

EDITOR 

A  national  magazine,  devoted  to  all 
phases  of  horsemanship.  Must  have 
demonstrated  skills  as  editor  and  writer 
for  a  major  publication.  Requires 
proven  ability  to  manage  staff,  to  recruit 
and  manage  freelancers.  Prefer  candi¬ 
date  with  strong  photography  skills  and 
personal  experience  with  horses.  For 
confidential  consideration,  send 
resume  and  sample  of  work  to: 

Jack  Nettis 
Personnel  Director 
Horseman  Magazine 
Scripps  Howard  Publications 
PO  Box  9f0973,  Houston,  TX  77292 


AGGRESSIVE  BUSINESS  REPORTER 
To  join  Pulitzer-winning  Knight-Ridder 
daily  in  Georgia's  second-largest  city. 
We're  expanding  our  business  coverage 
to  match  burgeoning  economy  here.  If 
you  have  lots  of  energy,  some  solid 
business-writing  experience  and  know 
how  to  craft  a  clean,  sparkling  report 
that  delves  beyond  the  obvious,  get  in 
touch.  We'll  also  be  looking  for  a  few 
sterling  reporters  shortly.  Send  resume 
and  clips  to  Jack  Swift,  The  Ledger- 
Enquirer,  PO  Box  711,  Columbus,  GA 
31994. 


AN  EDITOR  WITH  A  FLAIR  for  innovative 
sports  enterprises  can  find  his  chal¬ 
lenge  at  the  El  Paso  Times,  and  Gannett 
newspaper.  The  successful  applicant 
must  exhibit  a  strong  background  in 
reporting,  editing/layout  and  people 
management.  The  right  candidate  will 
be  able  to  demonstrate  that  sports  news 
is  more  than  game-field  action.  Plan¬ 
ning,  organizing  and  execution  are 
required  of  this  mid-level  management 
position  on  a  staff  that  covers  two 
states,  high  schools,  universities  and 
pros.  Competitive  salary  and  benefits. 
Send  resumes  and  references  to  John 
Moore,  Co-Managing  Editor,  El  Paso 
Times,  PO  Box  20,  El  Paso,  TX  79999. 
No  phone  calls. 

ASSOCIATE  EDITOR:  Zone  8  Catholic 
biweekly  newspaper  seeks  associate 
editor  to  write,  edit,  layout  and  more. 
Photography  helpful;  bilingu- 
aKSpanish/English)  preferred.  Qualified 
applicants  will  have  Bachelor's  in  jour¬ 
nalism  or  related  field  and  a  minimum 
of  3  years  newspaper  writing  and  edit¬ 
ing  experience.  Must  be  Roman  Cathol¬ 
ic  or  have  detailed  knowledge  of  the 
Catholic  Church.  Great  opportunity  for 
someone  who  can  do  it  all.  Send  resume 
and  clips  to  Christopher  Gunty,  The 
Catholic  Sun,  PO  Box,  13549,  Phoenix, 

AZ  85002. _ 

EDITOR  SOUGHT  for  well-established 
coal  industry  newsletter.  Journalism 
degree  or  experience  as  well  as  back¬ 
ground  in  coal/energy  market  or  regulat¬ 
ory  reporting  required.  Excellent  bene¬ 
fits  on  top  or  salary  commensurate  with 
experience.  Send  resume  and  salary 
requirement  to  Coal  Outlook,  1401 
Wilson  Blvd,  Suite  910,  Arlington,  VA 
22209. 


EDITORIAL 

REPORTER 

New  York  based  computer  weekly  with 
national  circulation  seeks  a  seasoned 
feature  writer  for  newspaper  supple¬ 
ment  and  bi-monthly  magazine.  Candi¬ 
date  must  have  a  knowledge  of  high- 
tech  issues  and  a  minimum  of  three 
years  reporting  experience.  Salary 
negotiable.  Excellent  benefits.  Rush 
resume/clip/salary  history  to  CSN 
Recruiter-D,  600  Community  Drive, 
Manhasset,  NY  1 1030. 


EDITOR  SOUGHT  for  growing  group  of 
data  communications  and  computer 
newsletters.  Must  have  reporting  back¬ 
ground  in  subject  area.  If  interested  in 
|oining  a  growth  oriented,  entrepreneur¬ 
ial  company  with  a  reputation  for  editor¬ 
ial  excellence,  send  resume,  samples 
and  salary  history  to:  Executive  Editor, 
Phillips  Publishing,  7811,  Montrose 
Road,  Potomac,  MO  20854. 


CITY  EDITOR 

Suburban  daily  on  the  San  Francisco 
peninsula  needs  an  experienced  city 
editor  with  copy  editing,  writing  and 
layout  skills.  He  will  report  to  the 
managing  editor  but  will  run  the  news¬ 
room.  Prefer  strong,  aggressive  candi¬ 
date  with  proven  tracF  record.  Good 
salary  and  benefits.  Please  send  submit 
complete  written  resume,  including 
salary  history,  to  G.C.  Cranor,  General 
Manager,  San  Mateo  Times,  PO  Box 
5400,  San  Mateo,  CA  94402. 


NEWSROOM  LEADER 
Mid-sized  6-day  AM  in  Zone  2  seeks 
leader  with  well-developed 
management/people  skills  or  for  tough 
number  2  post  in  newsroom.  Successful 
candidate  will  have  top-flight  copy  edit¬ 
ing,  design  and  graphics  skills  and 
management  experience.  If  you  are 
brimming  with  ideas  for  stories, 
prepared  to  lead  a  band  of  young  but 
committed  reporters  and  ready  to  work 
long,  hard  hours,  this  may  be  the  spot 
for  you.  Excellent  opportunity  for  city  or 
news  editors  of  small  dailies.  Salary  mid 
$20s.  Good  benefits  package.  Great 
place  to  live  if  you  thrive  on  culture  and 
recreation — as  well  as  journalism.  Send 
resume  and  tearsheets  plus  cover  letter 
persuading  us  you  are  the  best  in  the 
country.  Box  9820,  Editor  &  Publisher. 

NEW  YORK  METROPOLITAN  area  daily 
seeks  knowledgable,  experienced  copy 
editors  to  handle  local  and  wire  copy.  If 
you  are  experienced  in  page  layout, 
headline  and  caption  writing  and  have 
outstanding  grammatical  skills,  we  can 
offer  an  exciting  career  opportunify  with 
a  rapidly  growing  newspaper.  For  imme¬ 
diate  consideration  call  T.  Kerrigan  at  < 
The  News  Tribune,  (201)  442-0400  or 
mail  resume,  clips  and  salary  require¬ 
ments  to  1  Hoover  Way,  Woodbridge, 
NJ  07095. 


EDITOR/AD  SALES.  Community  weekly. 
Write  Latin  Newsleader,  PO  Box  1114, 
Jackson  Heights,  NY  11372. 


NEWS  EDITOR 

Search  reopened  for  news  editor  of 
semi-weekly  in  southern  West  Virginia. 
Good  chance  for  advancement  to  dailies 
within  group.  Will  consider  good  repor¬ 
ter  with  editing,  layout  skills.  Good 
summer  and  winter  outdoor  lifestyle. 
Call  Rip  (304)  469-3373. 


NEWS  EDITOR 

For  8000  AM  paper  in  central  Virginia. 
Will  work  closely  with  managing  editor. 
Layout  experience  required.  Good 
Salary,  beneftis,  promotion  opportuni¬ 
ties.  Send  resume  to  Jim  Ahern,  The 
Star-Exponent,  PO  Box  111,  Culpeper, 
VA  22701. 


E&P 

CLASSIFIEDS 
(212)  675-4380 
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TO  AVOID  CONFUSION... 

Please  return  the  yellow  copy  of  your  in¬ 
voice  with  payment  and  refer  to  the  invoice 
number  in  all  correspondence  about  your 
classified  ad. 

Thank  you, 

E&P  Classified  Department 


CLASSIFIED  ADVERTISING  RATES 

Effective  Jariuary  1,  1986 

LINE  AOS  POSITIONS  WANTED 

1  weak  —  $5.25  per  Kna  1  weak  —  $3.50  par  Hna 

2  weeks  —  $4.70  par  Hna,  par  issue.  2  weeks  —  $2.90  per  hna.  par  issua. 

3waaks  — $3.95  per  Hna,  par  issue.  3  weeks  —  $2.50  par  Hna.  par  issue. 

4weaks  — $3.15  par  Hna,  par  issua.  4  weeks  —  $2.30  par  Hna,  par  issue. 

Add  $5.50  per  insertion  tor  box  senrice.  Add  $3.50  per  insertion  tor  box  sarvica. 

Count  as  an  additional  Hna  in  copy.  Count  as  an  additional  Hna  in  copy. 

Count  approximately  37  characters  and/or  spaces  per  line. 

3  lines  minimum. 

NO  ABBREVIATIONS. 

DEADLINE:  Every  Tuesday,  2  pm  (ET) 

For  Saturday's  Isaaua. 

Payment  must  accompany  all  Positions  Wanted  ads. 
DISPLAY  CLASSIRED 

The  use  of  borders,  boldface  type,  cuts  or  other  decorations,  changes  your 
classified  ad  to  display.  The  rates  for  display-classified  are:  1  time-$75  per 
column  inch:  2  or  more  times-$70  per  column  inch,  per  insertion. 

DEADLINE:  8  days  prior  to  publication  data. 

Contract  rates  avallabla  upon  raquooL 

Box  number  responses  are  mailed  each  day  as  they  are  received. 

EdHor  ft  PubllsiMr 

11  West  t9th  SltMl,  NY.  NY  10011.  (212)  675-4380. 
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HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


HELP  WANTED 
EDITORIAL 


EXECUTIVE  EDITOR.  CAPE  COD  if  you 
are  ready  to  retire  please  don’t  contact 
us.  We're  looking  for  an  energetic,  self¬ 
starting,  shirt-sleeve-working  executive 
editor,  with  proven  experience  in  direct 
management  responsibilities,  this  posi¬ 
tion  requires  living  on  Cape  Cod  and  will 
involve  responsibility  for  all  editorial 
content,  management  of  editorial  staff, 
training,  critiquing  and  the  growth  of 
our  7  Cape  Cod  newspapers.  Our  Cape 
Cod  circulation  is  in  excess  of  75,000. 
This  is  a  newspaper  group  of  three 
publishers,  three  executive  editors.  We 
need  someone  who  is  able  to  operate 
independently  but  also  able  to  work  in  a 
team  atmosphere  for  the  benefit  of  our 
17  newspapers  and  4  shoppers  on  the 
South  Shore  and  Cape  Cod.  This  posi¬ 
tion  requires  sound  judgment  and 
considerable  physical  and  mental  ener- 
m.  This  is  an  outstanding  opportunity 
for  the  right  person.  Please  send 
resume  to  P.  Hughes,  MPG  Communi¬ 
cations,  PO  Box  959,  Plymouth,  MA 
02360. 

EXPERIENCED  1 

ASSIGNING  EDITOR  I 

THE  SAN  JOSE  MERCURY  NEWS,  a 
Knight-Ridder  p^per,  is  looking  for  an 
outstanding  assigning  editor  to  be  the 
number  two  person  in  the  sports  depart¬ 
ment,  supervising  14  reporters.  The  AP 
sports  editors  selected  our  Sunday 
section  one  of  the  country's  ten  best 
among  largest  papers,  but  we  can  be 
even  Better.  Our  news  assistant  sports 
editor  should  have  extensive  reporting 
and  assigning-editor  experience  on  a 
metro  daily,  but  not  necessarily  in  the 
sports  department.  This  is  a  chance  to 
have  an  immediate  impact  in  a  highly 
competitive,  major  league  market.  Send 
a  resume  and  a  letter  detailing  your 
experience  tO:  John  Rawlings,  Execu¬ 
tive  Sports  Editor,  San  Jose  Mercury 
News,  750  Ridder  Park  Dr.,  San  Jose, 
CA  95190.  No  calls. _ 

CITY  EDITOR— 38,000,  seven  day 
publication  in  southeastern  New 
England  is  seeking  candidates  possess¬ 
ing  leadership  and  professional  skills. 
Send  resume  and  salary  history  to  R. 
Blume,  General  Manager,  Fall  River 
Herald  News,  207  Pocasset  St.,  Fall 
River,  MA  02722. 

MANAGING  EDITOR  wanted  for  prog¬ 
ressive,  award  winning  weekly  in  south¬ 
east  Massachusetts.  Candidate  should 
have  strong  management,  editing  and 
writing  skills,  be  detail  oriented  and 
able  to  work  in  a  team  atmosphere. 
Please  send  resume  to  B.  Brown,  MPG 
Communications,  PO  Box  959, 
Plymouth.  MA  02360. _ 

MANAGING  EDITOR  one  of  the  best 
city  magazines  wants  to  get  even  better. 
We're  looking  for  an  individual  to 
manage  the  day-to-day  operations  of  the 
magazine-one  who  can  work  success¬ 
fully  with  free-lancers  and  staff  writers, 
supervise  the  copy  desk,  coordinate  art 
and  production  schedules  and  handle 
significant  rewrite  responsibilities.  The 
candidate  should  be  creative,  with  the 
necessary  experience  to  put  his  or  her 
ideas  into  print.  This  position  provides 
an  opportunity  to  work  for  one  of  the 
fastest  growing  communications 
companies  in  America.  Send  resume, 
examples  of  editorial  work  and  sala^ 
requirements  tO:  Murr^  Shelson,  Crain 
Communications,  1400  Woodbridge, 
Detroit,  Ml  48207. 

MANAGING  EDITOR— East  Coast 
suburban  morning  newspaper  seeks 
newsroom  leader.  Must  write  daily  local 
editorial,  pasteup  page  one,  write 
heads,  make  staff  assignments.  Imme¬ 
diate  opening.  Well-established, 
respected  small  paper.  Send  full 
details,  including  salary  requirements, 
with  first  letter.  Write  Box  9845,  Editor 
&  Publisher. 
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IMMEDIATE  OPENING  for  deadline- 
oriented  person  who  can  do  it  all — write 
interesting  features,  cover  hard  news, 
take  pictures,  lay  out,  paste-up,  and 
write  good  headlines.  Husband-wife 
publishers  want  experienced  newspaper 
person  to  do  a  variety  of  duties  and  to 
assume  editing  position  in  their 
absence.  Quality  6,000  circulation 
weekly.  Salary  $250-$300/week 
depending  on  experience.  Send 
resume,  clippings,  to:  Rosemary  Heth, 
Carbondale  News,  41  N.  Church  St., 
Carbondale,  PA  18407. 


GOVERNMENT  JOBS 
$16,040-$59,230/yr.  Now  Hiring.  Call 
(805)  687-6000  Ext.  R-4261  for 
current  federal  list. - 

Editor  &  Publisher 
CLASSIFIED 
ADVERTISING 

For  information 
call 

(212)  675-4380. 


SCIENCE  WRITER  SEARCH 
Self-starters  sought  by  federal  research 
agency  that  values  news  writing  experi¬ 
ence  in  explaining  science  to  the  publ¬ 
ic.  Editing  skills  a  plus.  Washington, 
D,C.  and  San  Francisco  locations.  Send 
resume,  clips  to  Hubert  Kelley,  Agricul¬ 
tural  Research  Service^  Building  005, 
Beltsville,  MD  20705. 


ADWEEK  MAGAZINE  is  looking  for  a 
senior  editor  in  Los  Angeles.  Five  years 
magazine/newspaper  experience  mini¬ 
mum.  Copy  desk  experience  essential. 
Send  resume/clips/references  to 
Maryanne  McNeills,  Editor,  ADWEEK, 
514  Shatto  Place,  Los  Angeles,  CA 
90020.  No  calls  please. 


FEATURES  EDITOR  with  strong  leader¬ 
ship  skills  to  direct  11-member  depart¬ 
ment  at  all-day  newspaper,  circulation 
125,000,  serving  metro  area  of 
225,000.  We  enjoy  nation's  9th- 
highest  daily  penetration  for  metro 
markets;  we're  dominant  throughout  19 
counties  in  scenic  Blue  Ridge  moun¬ 
tains.  Area  boasts  moderate  climate, 
second  lowest  cost-of-living  among  10() 
markets.  Must  have  good  story,  photo 
and  graphic  ideas  tor  daily  feature 
sections  and  weekly  food,  homes  and 
TV  sections.  Minimum  four  years’  edit¬ 
ing  experience  required.  Send  resume, 
clips  (tearsheets  ir  available),  two  page 
autobiography,  statement  of  how  you 
would  run  features  department  to 
Executive  Editor,  Roanoke  Times  & 
World-News,  Box  2491,  Roanoke,  VA 
24010.  Equal  Opportunity  Employer. 

EDITORIAL  WRITER— Experienced 
conservative-oriented  editorial  writer 
wanted  for  large  metro  daily.  Good  pay 
and  benefits,  wll  (314)  342-1312  or 
write  Oliver  Starr,  Editorial  Page  Editor, 
St.  Louis  (llobe-Democrat,  710  N. 
Tucker  Blvd.,  St.  Louis,  MO  63101. 

"HOW  TO  GET  HIRED  IN  JOURNAL¬ 
ISM”  For  information,  write:  Northwest 
Marketing  Limited,  Box  3658-J,  Lacey 
WA  98503. 


INVESTIGATIVE  REPORTERS  needed 
for  3  month  internship  in  Wash.  DC 
working  with  columnist  Jack  Anderson. 
No  pay  but  great  for  diggers  desiring 
national  reporting  experience.  Send 
resume  and  best  clips  to  Intern,  c/o 
Jack  Anderson,  14(31  16th  St  NN, 
Wash.,  DC  20036.  ‘Footnote:  editors 
send  us  your  best  reporter  to  learn  tech¬ 
niques  useful  on  the  local  level. 

LAW/BUSINESS  REPORTER  for  rapidly 
growing  weekly  Connecticut  law  news¬ 
paper.  Self-starter,  at  least  1  year’s 
experience,  to  do  variety  of  writing 
tasks.  Young,  creative  organization, 
great  potential.  Send  resume,  clips, 
salary  needs  to  Box  9795,  Editor  & 
Publisher. 

LAYOUT  EDITOR — The  New  York  Post 
needs  layout  editor  with  flair  for  eye 
catching  headlines  and  tabloid  news 
page  design.  Must  have  3  years  desk 
experience  on  major  daily  and  proven  ! 
ability  under  deadline  pressure.  Send 
resume  to  Ken  Chandler,  Managing 
Editor,  210  South  St.,  New  York,  NY 
10002. 


FLORIDA  GULF  COAST  daily,  40,000 
circulation,  needs  talented  reporter  to 
cover  two-county  beat — government, 
breaking  news,  features,  in-depth 
investigations.  Daily  experience 
preferred.  $275  plus  fringes  to  start. 
Only  aggressive,  mature,  motivated, 
self-starting  individuals  with  excellent 
spelling  and  grammar  skills  need  apply. 
Job  must  be  filled  by  May  1.  Box  9831, 
Editor  &  Publisher. 

REPORTERS  WANTED  for  sports  and 
news  on  small  daily  and  weekly  in  Adir¬ 
ondack  Mountains  of  New  York  State. 
Cover  high  school,  college  and  world 
class  sports  and  general  news.  Winter 
sports  mecca  of  Lake  Placid  and  Olymp¬ 
ic  Training  Center  are  part  of  the  beat. 
Only  fast  writers  with  touch  typing  abili¬ 
ty  need  apply.  Openings  now  and  in  late 
May.  Send  resume,  clippings,  and 
references  to  William  Doolittle,  Adiron¬ 
dack  Daily  Enterprise,  Box  318,  Sara¬ 
nac  Lake,  NY  12983. 

THE  EL  PASO  TIMES,  a  Gannett  newspa¬ 
per  needs  an  experienced  editor  and 
people-manager  to  direct  a  hard-news 
staff  of  reporters  and  sub-editors  cover¬ 
ing  two  states  from  the  news  room  and 
regional  bureaus.  The  successful  appl¬ 
icant  for  this  mid-level  position  must 
exhibit  solid  news  and  people  manage¬ 
ment  experience.  Proven  ability  to  plan, 
organize  and  execute  a  must.  Competi¬ 
tive  salary  and  benefits.  Send  resumes 
to  John  Moore,  Co-Managing  Editor, 
El  Paso  Times,  PO  Box  20,  El  Paso,TX 
79999.  No  phone  calls. 

TYPIST  $500  weekly  at  home.  Informa¬ 
tion?  Send  self-addressed  envelope.  P. 
Chardon  Associates,  24-05  Southern 
Blvd,  Apt  16A,  Bronx,  NY  10458. 

WE  NEED  A  GREAT  EDITOR. ..who  can 
carry  things  from  beginning  to  end  with 
a  small  publishing  company.  Alot  of 
experience  not  necessary. ..3-5  years  of 
editing,  newswriting,  and  public  rela¬ 
tions;  Great  opportunity  tor  the  right 
person.  Send  resume  and  salary  history 
to  Wm.  Haslum,  Prime  National  Publi¬ 
shing  Corp.,  470  Boston  Post  Rd., 
Weston,  MA  02193. 


WIRE  DESK  PERSON  for  12,000  daily 
in  Northern  Ohio  college  town.  Position 
includes  page  layout  and  some  report¬ 
ing.  Reporter  with  layout  experience  will 
be  considered.  Applicants  sought  from 
Ohio  and  surrounding  states.  Sena  clips 
and  resume  to  Mel  McKeachie,  The  Ash¬ 
land  Times  Gazette,  40  E.  2nd  St.,  Ash¬ 
land,  OH  44805. 

EDITOR 


HELP  WANTED 

_ FREELANCE _ 

NEW  PUZZLE  MAGAZINE  looking  for 
crossword  puzzles  written  by  free¬ 
lancers.  Ready  to  buy  1  or  100.  Please 
send  credentials/resume  and  usual 
payment  range  to  Box  9773,  Editor  & 
Publisher. 


_ UBRARY _ 

LIBRARY  SERVICES  SUPERVISOR  tor 
Phoenix  Newspapers,  Inc.,  publisher  of 
Arizona’s  two  largest  newspapers. 
Supervises  information  services  for 
newsrooms;  supenrises  professional  and 
clerical  staff  in  reference  areas; 
assumes  Librarian's  duties  in  her 
absence.  Collections  include  books, 
serials,  photographs,  clippings.  Online 
services  include  Nexis  and  Dialog., 
Library  is  going  online  with  VU/TE^T 
this  spring;  references  services  will  be 
expanded.  Position  requires;  M.L.S.; 
3-5  years  reference  experience;  mini¬ 
mum  2  years  supervisory  experience. 
Salary  begins  at  $28,390.  Excellent 
benefits.  Send  resume  and  names  of 
three  professional  reference  to:  Paula 
Stevens,  Librarian,  120  E.  Van  Buren 
St.,  Phoenix,  AZ  85004. 

E&P  CLASSIFIEDS 
COMMUNICATE  WITH 
THE  COMMUNICATORS 


PHOTOGRAPHER 

PHOTOGRAPHER  FOR  38,000,  East 
Coast  daily  in  beautiful,  recreational 
area  near  Washington,  D.C.  Two  years 
of  full-time,  daily  experience  necessary. 
Must  use  own  equipment.  Send  resume 
and  samples  of  published  work  to 
Edward  Casey,  The  Capital,  Box  911, 
Annapolis,  MD  21404. 

_ PRESSROOM _ 

ASSISTANT  PRESS  MANAGER 
Needed  for  a  growing  newspaper/ 
commercial  operation.  Great  opportuni¬ 
ty  for  candidate  with  good  character  and 
high  career  goals.  Send  resume  with 
references  and  salary  history  to  Box 
9725,  Editor  &  Publisher. 

COMMERCIAL  PRINTING  company  in 
southern  Oregon  seeks  assistant  press¬ 
man  experienced  on  6-unit  Harris  V15A 
web  press.  Send  resume  to  PO  Box 
4010,  Medford,  OR  97501. _ 

PRESSMAN  minimum  two  years  experi¬ 
ence  on  Goss  Community  or  (loss 
Suburban  press.  Offers  competitive 
salary  and  fully  paid  company  benefits 
package.  Reply  to  Bartash  Publications, 
7272  Woodland  Ave,  Philadelphia,  PA 
19142. 

PRESS  MANAGER  wanted  to  start  up 
shop  for  half  dozen  weeklies  in  northern 
California.  Must  be  equally  adept  oper¬ 
ating  a  press,  running  a  shop,  bringing 
in  business  and  managing  people. 
Possible  equity  position.  Send  resume 
to  Box  9840,  Editor  &  Publisher. 

_ PRODUCTION _ 

PRODUCTION  MANAGER 
The  position  requires  supervision  of  all 
daily  production  operations,  newspaper 
inventory  management,  department 
planning,  budget  and  monitor  of  same, 
liaison  and  communication  with  other 
company  departments.  Must  be  a  good 
communicator  and  have  leadership 
qualities  in  participative  style  of 
management.  The  position  reports  to 
the  vice  president  of  production. 

Send  resume  to  Robert  E.  Lee,  Human 
Resources  Department,  Jackson  News¬ 
papers,  40  Sargent  Drive,  New  Haven, 
CT  06511. 
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HELP  WANTED 
SALES 


HELP  WANTED 
SALES 


POSITIONS  WANTED 
CIRCULATION 


POSITIONS  WANTED 
EDITORIAL 


GRAPHIC  ARTS 
EQUIPMENT 
SALES  REPRESENTATIVE 


If  you  have  previous  newspaper/mailroom  appli¬ 
cations  experience,  as  well  as  excellent  negotiat¬ 
ing  skills,  are  a  dynamic  and  ambitious  indivi¬ 
dual  wanting  to  take  full  charge  of  a  territory 
and  increase  your  earning  potential,  we  offer  an 
excellent  opportunity  for  a  sales  representative 
in  the  Midwest,  marketing  the  world’s  most 
complete  line  of  newspaper  mailroom 
equipment. 

your  application  will  be  treated  with  complete 
confidence. 

Send  resume  with  salary  requirements  (NO 
CALLS)  to: 

Ralph  F.  Box,  Jr. 

Executive  Vice  President  -  Sales 
MULLER-MARTINI  CORP. 

PO  Box  3360,  Hauppauge,  NY  11787. 

An  Equal  Opportunity  Employer 


YOU  MAY 
TAKE  ONE 
GIANT  STEP... 

toward  a  better  job 
by  placing  your  ad  in 
E  &  P 

1 

PUBLIC  RELATIONS 

PUBLIC  INFORMATION  OFFICER— 
Excellent  opportunity  in  a  prosecutorial 
office  for  experienced  person.  Strong 
writing  skills  and  ability  to  meet  and 
communicate  with  all  other  facets  of 
news  media.  $20,000  plus  good  bene¬ 
fits.  Send  resume  and  sampTes  of  writ¬ 
ing  to  State  Attorney's  Office,  PO  Draw¬ 
er  339,  Fort  Myers,  FL  33902,  Attn: 
Wilbur  Miller. 

POSITIONS 

WANTED 

ADMINISTRATIVE 

ADVERTISING 

GENERAL  MANAGER  with  proven  track 
record,  (over  19  years  total  experience); 
in  all  phases  of  newspaper  profession 
seeks  permanent  position  with  chain- 
independent  newspaper  in  the  18,000 
to  30,000  circulation  range.  Prefer 
Southern  California,  but  would  be  favor¬ 
ably  inclined  toward  any  other  suitable 
opening  in  Sun  Belt  area.  Box  9797, 
Editor  &  Publisher. 

25  YEARS  in  ad  sales,  15  in  manage¬ 
ment,  desires  change. 

Ph.  (505)  393-3435  after  5  PM  (MST). 

ADVERTISING  DIRECTOR 
Ambitious  13  year  veteran  with 
management  background  seeks  chal¬ 
lenging  advertising  director's  position. 
Experience  in  classified,  retail,  sales 
promotions,  special  sections,  TMC  and 
shopper  publications.  Strong  emphasis 
on  promotion  and  layout/design.  Prefer 
Midwest.  Write  Box  9830,  Editor  & 
Publisher. 

GROUP  VP  SEEKS  publisher  position 
on  mid  to  large  daily  of  top  spot  on 
suburban  group.  High  performer,  spec¬ 
tacular  results.  Write  Box  9839,  Editor 
&  Publisher. 

ART/GRAPHICS 

FAST  LINE  ILLUSTRATOR 

SEEKS  WORK. 

(717)  678-7250. 

PUBLISHER-presently  running  small 
$3M  daily/weekly  operation.  8  years 
solid  publishing  experience  with 
another  12  in  sales  management.  Area 
not  as  important  as  opportunity.  BA, 
married,  veteran,  age  45,  salary  negoti¬ 
able.  Might  consider  second  man  or  AD 
on  larger  issue.  Box  9826,  Editor  & 
Publisher. 

CIRCULATION 

CIRCULATION  DIRECTOR  of  weeklies 
seeks  post  as  daily  Circulation  Manager 
15,000-25,000.  Have  home  delivery. 
District  Manager  supervision,  TMC 
background.  Call  Garry  Sadler  (301) 
485-1198  early  morning/after  5  p.m. 
Eastern  time. 
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PROVEN  BUILDER  of  circulation  and 
revenue  seeks  future  in  Zones  3  or  4. 
TMC,  ABC,  data  base,  all  sales.  Box 
9843,  Editor  &  Publisher. 


_ EDITORIAL _ 

ACE  ENTERTAINMENT  (WRITER 
Covering  all  arts,  but  pop  music  is  my 
specialty.  5  years  daily,  columns  and 
national  credits.  Depth  reputing  and 
features.  Seeks  pop  music  critic,  enter¬ 
tainment  or  feature.  Any  zone.  Box 
9829,  Editor  &  Publisher. 


COPY  CHIEF  major  state  capital  daily, 
20  +  years  experience,  ewards,  seeks 
career  management  position.  Box 
9804,  Editor  &  Publisher. 


COPY  EDITOR,  3  years  experience, 
seeks  spot  on  mid-to-large  daily.  Will 
complete  Penn  State  graduate  course- 
work  June  6.  Reed  Parsell,  206  McKee, 
University  Park,  PA  (814)  862-4626. 

COPY  EDITOR.  Good  writer  with  experi¬ 
ence  in  sports,  news  and  business 
reporting  seeks  rim  position  on  small  to 
medium  daily.  Any  zone.  Call  Jeff, 
(201)  257-4660. 


EXPERIENCED  WRITER,  editor, photo¬ 
grapher  and  J  instructor  seeking  posi¬ 
tion  with  magazine  or  weekly  in  Midwest 
or  South.  Will  retire  from  USAF  in  5 
months.  William  Madden,  PO  Box 
26126,  Indianapolis,  IN  46226. 


I'M  LOOKING  for  a  job  as  a  reporter  or 
feature  writer.  I'm  hard  working  with  4 
years  experience  editing  an  Army  news¬ 
paper.  Also  interested  in  job  as  editor  at 
weekly  or  small  daily.  I  can  write 
anything,  take  photos,  do  layout.  Eric 
Durr,  USMCO-PAO,  APO  NY  09033.  I'd 
be  glad  to  call  you. 


SPORTS  EDITOR/COLUMNIST 
Assistant  sports  editor,  10  years  experi¬ 
ence  on  medium-sized  daily,  seeks  new 
challenge.  Energetic,  enthusiastic; 
creative,  interesting  writer;  versatile 
journalist.  Box  9818,  Editor  & 
Publistier. 


TOP  SPORTS  EDITOR,  who  likes  role  of 
big  fish  in  small  pond,  will  increase 
your  circulation.  MA  fellowship  winner. 
Metropolitan  experience.  Prefer  5  day 
small  PM  newspaper.  Congenial  staff 
more  important  than  money.  Please 
write  Wes  "Catfish”  Dumont,  256 
North  Topeka,  Wichita,  KS. 


JOURNALIST  WITH  3‘/4  years  of  varied 
reporting  experience  seeks  business 
reporting  slot.  I  can  grasp  issues  quickly 
and  write  about  them  clearly.  Business 
reporting  should  be  free  of  jargon, 
focusing  on  the  people  who  make  deci- 
!  sions  and  those  affected  by  them. 

I  Excellent  researcher.  Box  9821,  Editor 
&  Publisher. 


REPORTER  SEEKING  to  add  or  bolster 
a  labor  news  beat  on  your  paper.  With  7 
years  experience  in  graduate  study, 
unions  and  news  reporting,  I  can  give 
your  business  stories  another  angle  and 
their  readers  information  on  a  very 
important  part  of  their  lives:  their  work 
and  how  it's  changing.  Box  9775, 
Editor  &  Publisher. 


WARMER  CLIMATE  desired  by  10-year 
news  veteran  who's  done  it  all:  sp^s, 
local  reporting,  features  and  editing 
financial,  entertainment,  local  and  wire. 
Looking  to  leave  medium-size  Midwest 
daily  Tor  sports  or  entertainment 
reporter/editor  position  where  the 
snow  doesn't  fall.  Box  9781,  Editor  & 
Publisher. 


SCIENCE-TECHNOLOGY  WRITER,  with 
energy/business  slant,  seeks  return  to 
U.S.  from  Britain.  Will  consider  daily- 
weekly-magazine  slots.  Zones  1,2 
preferred,  but  not  critical.  Box  9817, 
Editor  &  Publisher. 


MATURE  FEATURE  WRITER/EDITOR 
seeks  position  on  bi-weekly  community 
paper  with  strong  commitment  to  timely 
features  attractively  illustrated.  Exten¬ 
sive  experience  with  all  topics  usually 
assigned  to  the  soft  news  section  -  relig¬ 
ion,  social,  fashion,  food  -  as  well  as 
special  advertising  inserts.  Plenty  of 
layout,  cutline,  camera/darkroom  exper¬ 
ience.  Accustomed  to  long  hours  on 
production  day.  Suited  to  the  Mid-west. 
Crazy  about  New  England.  Resume  and 
samples.  Let's  talk.  (504)  343-6639. 


_ FREELANCE _ 

GOTTA  STORY?  Need  it  written!  Call 
the  freelancer  (805)  393-6617.  Cali¬ 
fornia  -  all  topics  -  photos  -  graphics. 


PHOTOGRAPHER 

NEWSPAPER  PHOTOGRAPHER  with 
major  market  experience  seeks  staff 
position.  Color  experience.  Strong  news 
and  sports  background.  Able  to  relocate 
and  available  immediately.  Jo  L.  Keen¬ 
er,  9630  Kemp  Forest,  Houston,  TX 
77080.  (713)  895-7999. 

EDITOR  &  PUBLISHER 
11  West  19th  Street,  NY  NY 
10011 
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SHOP  TALK  AT  THIRTY  — 

The  slippery  subject  of  credibility 


By  Robert  P.  Clark 

Two  months  ago  we  all  read  about  a 
new  survey  by  the  Gallup  Organiza¬ 
tion  entitled  “The  People  and  the 
Press.” 

The  first  sentence  of  the  findings  — 
and  the  leads  of  many  of  the  stories 
written  about  it  —  was  this,  and  1 
quote  from  the  report: 

“There  is  no  credibility  crisis  for 
the  nation’s  news  media.  If  credibility 
is  defined  as  belie vability,  then  credi¬ 
bility  is,  in  fact,  one  of  the  media’s 
strongest  suits.” 

Ten  months  ago,  the  American 
Society  of  Newspaper  Editors  issued 
a  similar,  yet  very  different,  report 
entitled  “Newspaper  Credibility  — 
Building  Reader  Trust.” 


Now  I  ask  you  this: 
How  many  of  the 
respondents  do  you 
think  actuaiiy  read  the 
Waii  Street  Journai,  the 
New  York  Times,  Time 
and  Newsweek ...? 


One  of  the  first  paragraphs  in  that 
report  —  and  the  leads  of  many  of  the 
stories  written  about  it  —  was  this: 

“Three-fourths  of  all  adults  have 
some  problem  with  the  credibility  of 
the  media,  and  they  question  news¬ 
papers  just  as  much  as  they  question 
television.  Results  from  the  national 
survey  indicate  that  one-fifth  of  all 
adults  deeply  distrust  the  news 
media.” 

What’s  going  on,  you  might  well 
ask.  Are  we  going  crazy?  Are  we  see¬ 
ing  double? 

Does  the  press  have  a  serious  credi¬ 
bility  problem,  as  the  ASNE  indi¬ 
cated?  Or  is  credibility  one  of  our 
strongest  suits,  as  Gallup  says? 

Let  me  point  out  that  both  pieces  of 
research  were  done  by  nationally 
known,  respected  organizations. 
ASNE  commissioned  its  research,  at 
a  cost  of  $100,000,  to  be  done  by 
MORI  Research  Inc.  of  Minneapolis. 
MORI’s  president  is  Kristin 
McGrath,  a  former  journalist  now 
well  known  as  a  top-flight  researcher. 


(Clark  is  vice  president/news,  Harte- 
Hanks  Newspapers  and  president  of 
the  American  Society  of  Newspaper 
Editors.) 


The  Gallup  survey  was  commis¬ 
sioned,  at  a  cost  of  $250,000,  by  the 
Times  Mirror  Company. 

Both  surveys  used  advisers  with 
top  credentials.  Both  started  with 
focus  groups  to  get  a  “feel”  for  what 
was  needed,  specifically,  to  be  asked 
on  questionnaires.  Both  then  used 
large  national  random  samples  of  peo¬ 
ple  to  be  interviewed.  Gallup  added 
one  device:  they  “doubled  back”  on  a 
large  number  of  respondents  to  check 
out  some  of  their  earlier  findings  and 
to  pursue  new  questions  that  had  ari¬ 
sen  along  the  way  . 

How  could  such  different  findings 
have  occurred?  Certainly  there  have 
not  been  major  changes  in  press  credi¬ 
bility  in  less  than  a  year. 

No,  there  haven’t.  And  actually, 
there  is  very  little  difference  in  many 
of  the  findings  in  the  two  surveys. 

For  example: 

Gallup’s  respondents  were  asked 
whether  they  thought  news  organiza¬ 
tions  generally  get  their  facts  straight. 
Fifty-five  percent  said  yes.  ASNE 
asked  people  whether  they  thought 
their  own  daily  newspapers  were 
accurate.  Forty-nine  percent  said  yes. 

The  figures  here  are  almost  the 
same.  But  the  surveys  interpret  them 
differently. 

Gallup  says  55%  accuracy  is  a 
“strength”  of  the  press:  “A  majority 
believes  that  news  organizations  get 
the  facts  straight.”  ASNE  didn’t  call 
this  a  strength  or  a  weakness,  but 
coupled  it  with  other  findings 
involved  in  credibility  —  or  lack  of  it. 

So  it  all  depends  on  how  you  look  at 
things.  Is  the  glass  half  full,  or  is  it  half 
empty?  How  much  accuracy  is 
needed  for  the  press  to  be  considered 
accurate? 

Let’s  look  at  some  more  findings. 
Here  are  six  of  them  that  Gallup  calls 
“weaknesses”  in  the  performance  of 
the  press,  along  with  comparable 
ASNE  findings. 

1 .  Gallup:  45%  of  respondents  said 
news  organizations  were  politically 
biased  in  their  reporting.  ASNE:  36% 
said  “there’s  so  much  bias  in  the  news 
media  that  it  is  often  difficult  to  sort 
out  the  facts.” 

2.  Gallup:  53%  said  news  organiza¬ 
tions  tend  to  favor  one  side  in  pre¬ 
senting  political  and  social  issues. 
ASNE:  51%  said  the  news  media  give 
more  coverage  to  stories  that  support 
their  own  point  of  view  than  to  those 
that  don’t. 

3.  Gallup:  53%  said  news  organiza¬ 
tions  are  often  influenced  by  powerful 


people  and  organizations.  ASNE:  36% 
said  the  news  media  are  often  ma¬ 
nipulated  by  powerful  people. 

4.  Gallup:  55%  said  news  organiza¬ 
tions  try  to  cover  up  their  mistakes. 
ASNE:  29%  said  the  news  media  usu¬ 
ally  try  to  cover  up  their  mistakes. 

5.  Gallup:  60%  said  news  organiza¬ 
tions  pay  too  much  attention  to  bad 
news.  ASNE:  65%  disagreed  with  the 
statement  that  the  news  media  try  not 
to  emphasize  bad  news  too  much. 

6.  Gallup:  73%  said  news  organiza¬ 
tions  often  invade  people’s  privacy. 
ASNE:  32%  said  their  daily  newspa¬ 
pers  invade  people’s  privacy,  and 
40%  said  tv  news  does. 

One  striking  finding  in  the  ASNE 
study  was  this:  78%  of  all  adults 
believed  that  reporters  are  only  con¬ 
cerned  about  getting  a  good  story,  and 
don’t  worry  about  hurting  people. 


Niost  of  the  responses, 
it  seems  to  me,  had  to 
be  impressions  —  what 
peopie  had  heard  or 
understood  about  these 
publications  or 
programs . . . 


Similarly,  in  the  Gallup  study  (ask¬ 
ing  about  news  organizations  rather 
than  reporters),  48%  said  news  orga¬ 
nizations  don’t  care  about  the  people 
they  report  on. 

There  are  many,  many  other  facts 
and  figures  in  both  reports,  and  I  com¬ 
mend  the  reports  to  your  reading  — 
also  the  report  done  by  MORI 
Research  for  the  Associated  Press 
Managing  Editors  Association  and 
released  last  October,  entitled  “Jour¬ 
nalists  and  Readers:  Bridging  the 
Credibility  Gap.” 

Well,  if  the  news  media  have  all 
these  weaknesses,  as  Gallup  calls 
them,  then  where  are  the  strengths? 
How  is  it  that  Gallup  can  say  that 
credibility  is  one  of  our  strongest 
suits? 

Disagrees  with  Gallup 

It’s  primarily  because  Gallup 
equates  credibility  with  belie  vability. 
People  have  a  favorable  impression  of 
the  media,  Gallup  says.  Despite  the 
media’s  failings,  people  believe  in  the 
press  and  appreciate  its  watchdog 
role.  Besides,  they  value  and  enjoy 
the  news.  So  they  can  overlook  our 
(Continued  on  page  34) 
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There'S  no  place 
like  New  England 


Killington  Photo/Bob  Perry 

FOR  LATE-SEASON  SKIING,  ALL-SEASON  SALES 

Reliable  is  the  word  for  New  England  ski  slopes  from  More  visitors— more  jobs:  It  is  estimated  that  for  ev- 
late  fall  through  March  and  April.  Natural  powder  from  ery  $1  -billion  of  tourist  money  spent,  33,000  jobs  are 

the  sky  accounts  for  a  good  surface  in  most  ski  areas,  generated,  directly  or  indirectly.  Those  New  Englanders 

with  snow  machines  filling  in  where  nature  is  chary.  who  supply  a  year-round  stream  of  visitors  with  lodging, 

Result:  continuous  activity!  food,  recreation  and  other  services  are  the  high  income 

Sports  and  tourism  are  big  business:  Estimates  put  residents  of  an  area  where  per-household  newspaper 
expenditures  in  New  England  for  transportation,  lodg-  readership  exceeds  that  of  the  rest  of  the  country  by  far. 
ing,  food,  service  and  recreation  at  $1 0.7  billion  in  1 984, 

and  the  six  New  England  states  report  tourist  spending  That’s  why  it  pays  to  promote  your  products  all  year 

growth  at  a  rate  of  9%  a  vear.  long  in  New  England  daily  newspapers. 


Smart  marketing  starts  with  New  England  daily  newspapers 

MAINE  MASSACHUSETTS  CONNECTICUT  RHODE  ISLAND 

Bangor  Daily  News  (M)  Boston  Globe  (AD&S)  The  Advocate  (Stamford)  (E&S)  The  Newport  Daily  News  (E) 

Maine  Weekend  Boston  Herald  (M&S)  Bridgeport  Post-Telegram  (M&E)  Providence  Bulletin  (E) 

The  Lewiston  Daily  Sun  (M)  Cape  Cod  Times  (Hyannis)  (M&S)  Bridgeport  Post  (S)  Providence  Journal  (M&S) 

Lewiston  Journal  (E)  The  Enterprise  (Brockton)  (E&S)  Greenwich  Time  (E&S)  The  Westerly  Sun  (E) 

Sunday  Sun-Journal  (S)  The  Daily  Transcript  (Dedham)  (E)  Hartford  Courant  (M&S)  Woonsocket  Call  (E) 

Maine  Sunday  Telegram  (S)  Gardner  News  (E)  Manchester  Journal  Inquirer  (E) 

Portland  Press  Herald  (M)  Lynn  Item  (E)  Meriden  Record-Journal  (M&S) 

Portland  Express  (E)  The  Middlesex  News  (E&S)  Middletown  Press  (E) 

The  Patriot  Ledger  (Quincy)  (E)  New  Britain  Herald  (E) 

NEW  HAMPSHIRE  Salem  Evening  News  (E)  New  Haven  Journal-Courier  (M) 

Springfield  Daily  News  (E)  New  Haven  Register  (E&S) 

Union  Leader  (M)  Springfield  Union  (M)  New  London  Day  (E&S) 

Nashua  Telegraph  (E&S)  Springfield  Republican  (S)  Waterbury  American  (E) 

New  Hampshire  Sunday  News  (S)  jhe  News  Tribune  (Waltham)  (E)  Waterbury  Republican  (M&S) 

Daily  Times  and  Chronicle  (Woburn)  (E) 

VERMONT  Worcester  Telegram  (M-S) 

Burlington  Free  Press  (M&S)  Worcester  Gazette  (E) 

Rutland  Herald  (M&S) 


WERE  lEVELCraG 
AREPUTfiTKW 

We're  not  surprised  people  out  his  winnings  with  a  best  of  burgh  Conference — an  industry- 
are  talking.  Scripps  Howard  has  show  and  a  first  from  the  Indiana  wide  seminar  that  provides  an 
some  outstanding  photojournal-  News  Photographers  Association.  opportunity  for  reporters,  editors 
ists  in  the  family.  Melvin  Grier  of  The  Cincin-  and  photojournali^  to  learn  to 

John  Kapl^  of  The  Pitts-  nati  Post  was  named  photographer  work  more  effectively  as  equal 
burgh  Press  was  named  rurmer-up  of  the  year  by  the  Ohio  News-  partners  to  produce  better  nevyrs- 
photographer  of  the  year  in  the  paper  Photographers  Association.  papers. 

National  Press  Photographers^  In  all,  the  Post’s  photography  It’s  all  part  of  our  goal  to  at- 

Pictures  of  the  Year  Contest,  and  staff  won  33  awards . . .  more  than  tract  the  very  best  people,  and 
photographer  erf  the  year  for  NPPAs  any  other  paper  in  the  history  of  then  make  sure  they  get  a  chance 
Region  3.  the  contest.  to  show  their  stuff 

Bob  Gwaitney  of  The  Evans-  lb  make  sure  the  budding  V\fe  like  getting  that  kind  of 

ville  Press  won  first  place  for  Kaplans,  Gwaltneys  and  Griers  get  reputation, 

features  in  the  national  NPPA  taken  seriously.  The  Pittsburgh  SCRIPPS  HOWARD 

competition...and  then  rounded  Press  has  organized  The  Pitts-  SiS  NEWSPAPERS 
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